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The Greatest 


EVEREADY Flashlight Advertising 
Campaign is in Full Swing 
—Cash in on it! 


EVEREADY has launched the greatest 
advertising campaign for EVEREADY 
Flashlights and EVEREADY UNIT 
CELLS in its history. 


Bold, beautiful, sales-creating full color 
pages in the Saturday Evening Post. 

Full Color pages in the big national farm 
publications. 

A newspaper campaign sweeping from 
coast to coast. 

Window displays, sales helps—litera- 
ture. 

An advertising campaign carrying flash- 
ing, red-letter messages to everyone in 
the United States. 

How easy to sell your dealers 
on EVEREADY Flashlights and unit 
cells with this immense campaign before 
their eyes! How easy to hammer home 
the wonderful story of EVEREADY 
many-time turnover and profit! 

Now's the time for you to cash in on this 


greatest of EVEREADY campaigns. 


AMERICAN EVEREADY WORKS 
of National Carbon Company, Inc. 

312 Thompson Avenue, Long Island City, N. Y. 

CHICAGO ATLANTA SAN FRANCISCO 
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Here’s Something Every 
Jobber’s Salesman Can Sell 


Before putting out this complete made-up appliance 
cord, we tried the idea out in one locality, with the result 
that an immediate demand was made on our production 
department. 






The jobber’s salesmen found that they could sell this 
appliance cord because no demand had to be created. 
An actual demand exists. 


Every user of an electric iron knows that one of the 
z } greatest nuisances is the dragging of the cord on the 
ironing board which disturbs the article being ironed, 

and wears the cord. 





“i The spring coil on this C-H Complete Cord always 

Po , ( keeps the cord up, out of the way, while allowing free 

Fille ? uf movement of the iron from one end of the board to the 
The new C-H 70-50 appliance 


other. 
cord is something every user of 





an electric iron is immediately 
interested in. A display in win- 
dow or on table near door means 
mmediate sales for dealers. 


The 70-50 switch saves wear on the connector plug 
and its indicating buttons tell whether the current is on 


or off. 








C-H 70-50 Appliance Cord 


Turns Nuisance and Loss 
Into Profit! 


The dealers to whom you sell will welcome this com- 
plete appliance cord because they know that cord 
replacements and repairs are a nuisance. 


Now, however, he can turn this nuisance into actual profit, 
without wasting any of his time. Instead of repairing the cord 


connector, of plug, the dealer can sell the complete new cord 
with the new spring coiler and C-H 70-50 Switch. The cus- 
tomer does not have to wait—is not inconvenienced. 





Jobbers who have seen this new product have recognized 
the sales possibilities. Packed in labeled cartons, these cords 
are easy to carry in stock and sell. 


Advertisements are being placed to reach all dealers in 
electrical goods. If you apply some of your sales ability now, 
you should be able to jot down many orders on your daily 
report to your house. 


Ask your sales manager or mail in the convenient coupon. 


THE CUTLER-HAMMER MFG. CO. 
Milwaukee, Wis. 









C-H 70-50 Appliance Cord consists 
of Plug, spring coiler, C-H 70-50 ‘i 
Switch, 6 feet of cord, and ae 
universal connector plug. r 
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A Sales Editorial 


N OUR January issue there ap- 
peared an article by Frank B. Rae, 
Jr-, announcing the “Sell *Km 

Something More” campaign inaugu- 
rated by THE JOBBER’s SALESMAN. 

The sum and substance of this article 
was that electrical dealers should take 
advantage of the opportunity to sell 
something additional when customers 
come into their stores to buy. If every 
dealer would intelligently try to “Sell 
"Em Something More” every time a 
customer came in to buy, the increase in 
the sale of electrical merchandise would 
be tremendous. 

The success of this drive for increased 
business depends upon jobbers’ sales- 
men. There is no more effective way of 
demonstrating its far-reaching possibil- 
ities than actually showing the dealer 
how it is done. Get behind the dealer’s 
counter, and when a customer comes in 
to buy something, show how easy it is to 
demonstrate and sell something addi- 


tional. 
* * * 


A similar condition existed in a very 
closely allied field, that of automotive 
equipment. Garage men would sell a 
windshield cleaner or a spotlight if they 
were asked to do so, but they were mak- 
ing no real selling efforts. The situa- 
tion was so apparent that a campaign 
was started to get the garage men inter- 
ested in better selling methods. ‘The 
slogan of “Ask ’Em to Buy” was 
adopted, and the support of the jobbers 
and manufacturers was enlisted. Job- 
bers’ salesmen in that field went out 
among the garage men and showed 
them how to do it, and they are still 
doing it. 

What they have accomplished in the 


short time the campaign has been in 
progress is told by Ray W. Sherman, 
merchandising director of the Automo- 
tive Equipment Association, in an ar- 
ticle in this issue. The results have been 
remarkable. The stories that come in 
from the jobbers’ salesmen show that 
the garage men have been astonished by 
the number of sales they have made as 
well as by the opportunities for the sale 
of automotive equipment. 


* * * 


The same thing can be done in the 
electrical field. “Sell "Em Something 
More” is logical, reasonable, business- 
building. A much larger volume of re- 
tail sales can be made in spite of any 
belief to the contrary. The campaign 
has been enthusiastically approved by 
every jobber who has been interviewed 
on the proposition. 


= * €¢ 


In this issue there are a few sugges- 
tions how jobbers’ salesmen can show 
dealers how to “Sell "Em Something 
More.” ‘There are hundreds of other 
ways of making additional sales. Try 
some of them with your dealer custom- 
ers, and incidentally help boost your 
own sales. Remember, it is necessary 
to show the dealer that these “more” 
sales can be made. 

We want you to write us about your 
experiences in getting dealers to “Sell 
"Em Something More,” and we will 
pay $1 for every story published of how 
you did it. It isn’t the dollar so much 
as will be satisfaction of passing along 
something of benefit to your fellow job- 
bers’ salesmen. 

Show ’em how to “Sell "Km Some- 
thing More,” and then don’t forget to 
tell THE JOBBER’s SALESMAN about it. 
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If It’s 


6 PARANITE 
WM li ~ _— It’s Right 


a oN : | | 
7 To most people; the wire used in equip- 
Lie ZZ / UU 1; ping a home for electrical service is mere- 


77 ly an unimportant detail to be attended to 
; Qi AY py Al aan ll, Y) Y by the architect or somebody else who 
Ae . happens to think of it. 




















Me in ‘ 
aut But to the experienced contractor the grade 
of wire used in house wiring becomes of great- 
er importance. He knows that mediocre wire 


can cause more trouble in the installation than 


ay its price is worth. That knowledge, and the 
A fact that for thirty years PARANITE has been 
eT, known as a dependable, better-than-standard 
product, is the reason for the wide-spread use 


of PARANITE Quality Wires and Cables. 


If you use PARANITE you take no chances 
on the wire part of the job. 




















Indiana Rubber & Insulated Wire Co. 


Jonesboro, Indiana 
Chicago Office, 210 So. Desplaines St. 


New York: The Thomas & Betts Co., 
Lo 63 Vesey St. 
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Sell Em Something More 


What Jobbers’ Salesmen in the Automotive Equipment Field Did in Six 
Months to Make Real Merchants of Garage Men 


By RAY W. SHERMAN 


Merchandising Director, Automotive Equipment Association 


HE next time you 
drive up in front of a 
garage and ask for ten 
gallons of gas, just watch the 
man. Not that you won’t get 
full measure, but your car will 
probably get the “double O” 
before he hands you back your 
change. You may have rigged 
it up with every contraption 
you know of, but if it’s shy a 
motometer or a_ windshield 
cleaner or a stop signal or any 
other article of automotive 
equipment, he will ask you 
about it, and, what’s more, he 
will ask you to buy, or I miss 
my guess. 

Perhaps you have already 
noticed this suddenly devel- 
oped bump of extreme in- 
quisitiveness on the part of 
garage dealers, and won- 
dered how they happened to 
get so enterprising. Hap- 
pened is right, but there is a 





Ray W. Sherman, Under Whose Direction the Cam- 
paign for More Retail Sales of Automotive Equip- , 
reason and a story back of it. ment Has Reached Large Proportions. it is a big job. 


10,000,000 motor vehicles in 
the United States and Can- 
ada, and that there is hardly 
a one of them that doesn’t 
need one or more articles of 
equipment to make it a better 
car. If every owner were to 
buy $25 worth of equipment, 
which is by no great means an 
unreasonable figure, there 
would be sales possibilities 
for a quarter of a billion dol- 
lars worth of goods. 

So much for the market. 
How to reach it was the 
question. Everyone who in- 
vestigated found out that car 
owners invariably said: “No- 
body asked me to buy any- 
thing.” And here was the 
crux of the matter. Nobody 
was really selling equipment 
to car owners. All that was 
necessary was to get the deal- 
er to “Ask ’Em to Buy.” That 
sounds very simple, and yet 





About a year ago a num- 
ber of the officers and members of the Automotive Equip- 
ment Association made a survey of conditions in the retail 
field. They came to the conclusion that the possibilities 
before the industry were great, provided some plan could 
be evolved for bringing about the sale of more merchan- 
dise to car owners. It was estimated that there are 


: While it is always possible 
for the 500 manufacturers and jobbers who are members 
of the association to get together and discuss their prob- 
lems, it is a different story when the dealers are con- 
cerned, simply because there are about 75,000 of them 
scattered all over the country. To meet the situation the 
association at its convention last July appointed a com- 
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mittee consisting of Robert A. Stranahan, president of the 
Champion Spark Plug Co.; Howard M. Dine, president 
of the Dine-De Wees Co., a Canton, Ohio, jobber; Nelson 
H. Oliver, general sales manager of the Metal Specialties 
Manufacturing Co., Chicago; W. W. Low, president of 
the Electric Appliance Co., Chicago jobber, and L. A. 
Safford, vice-president of the McQuay-Norris Manufac- 
turing Co., St. Louis. 

This committee was voted a fund to be used in investi- 
gating methods and conditions of distribution and to pass 
this information along to the manufacturers, jobbers and 
dealers. A merchandising director was appointed and 
the work was begun in August. The first study of the 
industry disclosed the fact that certain methods in use 
had materially increased the sale of automotive equipment 
















This salesman, whom we may call “Bill, wound the 
pump handle ably and found that his first gasoline cus- 
tomer drove an Overland. The owner asked for gasoline 
and complained that the streets were dark. Here is the 
story of the sale: 

Owner: “Gimme five. 
around here.” 

Bill: “Yes, I guess they are rather dark, but we use a 
spotlight and don’t notice it.” 

Owner: “Say, you’re pretty smooth, aren’t you?” 

Bill: ‘Well, it’s a fact; let me show you.” 

Bill sold him the spotlight. | 

The next man that drove up had a new Chandler. Bill 
pumped his gas and, before handing him his change, ran 
his hand over the top of his radiator, which, although 
pretty hot, was not steaming. 

Owner: “What’s the mat- 


Say, these streets are dark 





for certain dealers and had 
given them satisfactory  in- 
creases in business. An an- 


alysis of these methods was 
made to determine which were 
the most valuable and which 
the best for immediate In 
merchandising 


were 
use. 

As the study progressed, it 
became apparent that the vital 
point of attack must be the 
garage men—the dealers and 
repair men who have day-to- 
day contact with the 10,000,- 
000 car owners. They are the 
ones who. were standing be- 
tween the merchandise and the 
motorists. 

To start things moving, the 
decided to 
make one week of last summer 
“Automotive Equipment 
Week,” in which period it was 
urged that every member of 


activity. 


association then 





An Opportunity 


HIS story of achievement 
in automotive 
indicates 
can also be accomplished in the 
electrical field. It closely paral- 
lels the “Sell "Em Something 
More” campaign inaugurated by 
THE JOBBER’S SALESMAN, 

“Ask ’Em to Buy” is a record 
of accomplishment and continued 


“Sell "Em Something More” 
is an opportunity for electrical 
jobbers’ salesmen to make their 
work among dealers of unlimited 
benefit to the public as well as 
the whole electrical industry. 


ter? Is she boiling?” 

Bill: ‘No, but she’s pretty 
hot. Why don’t you put a 
meter on so you know just 
what she is doing?” 

Owner: “I’ve had a couple 
of the darned things, but some- 
one always steals them.” 


equipment 
what 


Bill: ‘Why don’t you put a 
lock cap on?” 
Owner: ‘Never saw one. 


What are they?” 

Bill: “Just a minute. 
show you one.” 

Bill returns with a meter and 
lock cap, puts it on machine 
and hands the owner the keys. 

Owner: “Can't you get that 
off without the keys?” 

Bill: “The firm that makes 
those will give $100 to anyone 
who gets it off without the 


rl 








the industry make an effort to 
bring automotive equipment to 
the attention of the public as a line of merchandise that 
would make motoring more comfortable, more safe and 
more economical and enjoyable for all drivers of cars. 
The results secured during this week were very satis- 
factory not only from the sale of equipment but from the 
fact that many dealers became interested in the move- 
ment. 


During this week certain investigations were also 
made. To determine the possibilities in retail sales sev- 
eral salesmen from jobbing houses were selected and in- 
structed to engage in retail sales to see what might be done. 
Realizing that dealers are extremely busy during the 
summer months and would have little time to engage in 
experimental work along sales lines, the jobbers’ salesmen 
were instructed not to take up any dealer’s time but 
simply to secure permission to operate in his place of 
business. 


One of the salesmen secured permission to operate a 
curb pump for several hours in order that he might study 
the sales possibilities among car owners who bought ‘gaso- 
line, and also that he might, whenever possible, sell mer- 
chandise out of the dealer’s stock. 





keys.” 

Owner: “How much is it?” 

Bill: “Seventeen fifty.” 

Bill says his eyes popped as though he thought it was a 
lot of money, but he dug down and came across. 

During the remainder of the evening he sold half a 
dozen other articles, including spare fan belts, spark plugs 
and coils, 

* * * * * * 


The squad of jobbers’ salesmen turned in their reports 
to the merchandising department of the association and 
from these and other sources a plan was formulated which 
is now in operation. The chief feature of it is that the 
jobbers’ salesmen were asked to tell the story of “Ask 
‘Em to Buy” to the dealers. This has certain advantages. 
In the first place, the salesmen know the dealers, and 
know the local conditions under which each dealer is do- 
ing business. They do not have to waste time getting 
acquainted. They see the dealers often and can talk with 
them on frequent occasions about the idea. 

This plan works much better than employing a staff of 
field representatives because it would take hundreds of 
men to get over the territory and cover the list of 75,000 
dealers, and the expense and time involved would be pro- 
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Some Suggestions for Jobbers’ Salesmen to Show 
Dealers How to “Sell’Em Something More” 

















[THE MOTOR FOR POWER: THE INCLOSED | 
| SWITCH FOR SAFETY ,“SELL ‘EM SOME- | 


THING MORE” BY DEMONSTRATING 
i THE SWITCH. 
ad _ 
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EVERY SALE OF FLATIRON OR OTHER HOUSEHOLD 
APPLIANCE GIVES AN OPPORTUNITY FOR . \ 
SELLING TWO-WAY PLUGS, FEED-THROUGH y™ i 
SWITCHES ET Z (| 
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THECONVEN\ENCE OF THE ELECTRIC SEWING 
MACHINE, FOR EXAMPLE 





NO FUSES."SELL ‘EM TOGETHER” 





WHEN A WOMAN BUYS A VACUUM 
CLEANER “SELL HER SOMETHING MORE”- 





HOW MANY FORGET THE FUSES! IT'S 
REALLY THE DEALERS FAULT WHEN 
THE LAMPS GO DARK AND THERE'S 





























BUYING. 








AWASHING MACHINE LS FOR AN) 
\RONER, BUT YOU'VE soT TO 
SHOW HER ONE BEFORE \ SHE CAN 
GET THE (OEA OF F¢ 
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TOASTER OR HOT PLATE? NO,SHE PROBAB- 2 
LY ‘CAN USE BOTH TO ADVANTAGE. 
MAKE IT ae » AND HOT PLATE 





































































10 ° THE JOoBBER’S ff] SALESM 


AN 





hibitive. Also it is much better than 
any mail campaign that might be in- 
augurated, because no one can write 
to dealers with any confidence that 
what is told them about selling auto- 
motive equipment would have any in- 
The dealer is 


getting hundreds of pieces of litera- 


fluence whatsoever. 


ture, and any additional matter would 
only go to fill the waste paper basket. 

To tell the story of “Ask ’Em to 
Buy” to the jobbers’ salesmen we be- 
gan the publication of the Automotive 
Equipment Merchandiser, which is 
issued twice a month and goes to 8000 


salesmen. In the first few issues we 


told our story to them and asked for 
their assistance in getting dealers in- 
terested in the movement. Likewise, 
we asked them to send in accounts of 
their experience in the field, and these 
now form an interesting feature of 
the Merchandiser, offering many sug- 
gestions to the salesmen how to dem- 
onstrate to dealers that car owners 
can be induced to buy. In order to 
tell the story better to the jobbers’ 
salesmen we have gone into distribu- 
tion centers and talked to gatherings 
of salesmen, telling them first what 
procedure to follow to interest the 
(Continued on page 80) 





“Selling Em Something More” 


How Crosby & Elkins Set the Stage 


EN CROSBY stepped forward 
B.: serve a customer who wanted 

an immersion heater—list price 
$5.25. When the customer left the 
store his purchases totaled $937.75, 
which shows what a good salesman in 
a properly equipped salesroom can do 
when he tries to “Sell "Em Something 
More.” 

It was not an accident. Rather, it 
was the result of a deliberate plan and 
policy. 

The plan is to “set the stage” so 
that people who enter the store will be 
interested, curious, easy to lead and 
responsive to suggestion. The policy 
is to find out what people ought to 


have and then explain and sell them 
the items or appliances which will best 
serve their needs. 

When he speaks of “setting the 
stage” Ben Crosby simply means dis- 
playing merchandise so the customer 
can understand it. The bell-ringing 
transformer is a good example. In 
Crosby’s display room is a counter 
easel which holds a transformer, push 
button and bell, wired in showy fash- 
ion and plugged to a nearby recepta- 
cle. Above the button is the magsc 
word, “Push.” A customer waiting 
for attention or for a sale to be regis- 
tered and wrapped, follows the sug 


gestion. A sweet-toned bell rings 








Interior of Crosby & Elkins’ Store on the Atlantic City Boardwalk, Where 
Demonstrations Are Arranged to “Sell "Em Something More.”’ 





softly, the customer grins, and the 
clerk is given an opportunity to open 
up again and “Sell Him Something 
More.” 

Throughout the store of Crosby & 
Elkins on Atlantic City’s Boardwalk, 
almost every item is somehow “staged” 
with this same idea in mind. Every 
appliance is either permanently con- 
nected to service or can be plugged to 
circuit in a twinkling. There are 40 
outlets, all alike, in the store, and all 
appliances are equipped with simi- 
lar plug connectors. Does a woman 
desire to look at a toaster ?—click! it 
is connected and the customer feels 
the warmth. Does she pause in front 
of the ironer— snap! and the roll be- 
gins to turn. Is the inquiry for an 
electric water heater?—swish! the 
faucet pours forth a steaming stream. 
Glowing coals greet the eye of the 
prospective customer when she peeks 
into the range oven, real clothes slosh 
in the washer, and the hair dryer emits 
its heated blast. In the iceless refrig- 
erator are matches, salt and a year- 
old egg to prove its claims; a smudge 
pan is handy to demonstrate how the 
kitchen ventilator draws away smoke 
and smells; dishes smeared with mo- 
lasses are washed in the electric dish 
washer. Certainly, here is a demon- 
stration room in its truest sense; not a 
mere agglomeration of cold machinery 
such as we too often find in the stores 
of our electric dealers. 

Of course, Crosby is running some- 
thing more than an electric shop. He 
“national display,” and it 
consists of exhibits of household elec- 
tric appliances placed by the manu- 
facturers for demonstration before the 


calls it a 


millions of visitors to Atlantic City. 
There are a dozen other such displays 
on the Boardwalk, maintained by indi- 
vidual manufacturers in various other 
lines. 

The Crosby & Elkins display is, 
however, more than a mere exhibit. 
It is also a store where goods are sold 
and where the “Sell "Em Something 
More” method has been perfected to a 
high degree. The clerks are taught to 
lead customers from item to item, 
everything is kept constantly in readi- 
ness for demonstration, and the clerks 
know their business. 

“Knowledge is necessary if we are 
to teach the public,’ says Crosby, 
‘and our knowledge must be used to 
the customer’s advantage.” 

For instance, a local merchant came 

(Continued on page 82) 
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Faith in the Code 


C. E. Corrigan Defends the National Electrical Code as the Constitution 
and By-Laws of the Electrical Industry 


By FRANK B. RAE, Jr. 


This is the Fifth of a Series of Twelve Interviews with Prominent klectrical Manufacturers 


N MY meetings and talks with the men whose 
i thoughts I have tried to interpret in this series of 

interviews in THe Jopper’s SALESMAN I have been 
impressed with this interesting fact: The 
American big _ business 
‘man of today is good- 
natured. Smiles, kindli- 
ness, and that sort of dry 
call 


successful 


humor which we 
Yankee 
teristics one notes imme- 
diately. These men may 
be drivers and go-get- 
ters; they may be shrewd 
they may be 
keen, close managers, and 
farsighted, 
ners—but - softening and 


wit are charac- 


traders; 


cagey  plan- 
humanizing their dyna- 
mic force and determina- 
tion is a wide, deep streak 
of good-fellowship. One 
write more or less 


can 
humorous articles about 
men of this type, and 


josh them a bit and get 
away with it. 

Of quite another mold 
is C. E. Corrigan of the 
National Metal Molding 
Co., whose ideas are the 
basis of the present inter- 
Not that Mr. Cor- 
rigan lacks in kindliness 


view. 


or good-fellowship—not 
a bit of it! But C. E. 
has a mission in life—a 
business mission which affects every man in the electrical 
industry. It is my experience that a man who devotes a 
large part of his time and energy to any serious cause is 
bound to be serious. 
And so this article is not humorous; it is serious. I 
hope you will read it in serious mood. 
* * * * * * 


At the start, I really ought to preach a sermon to you 
jobbers’ salesmen on the subject of “Faith.” 

Great stuff—faith. 

Trimmed of all nonsense and non-essentials, the word 
faith means a blind belief in something you know is true 
and right without really knowing the reasons for doing 





C. E. Corrigan, Vice President of the National Metal 
Molding Co., Pittsburgh. 


so. You “take it on faith’ and are willing to fight for it. 
Your patriotism is faith in the good, old U. S. A. Your 
religion, if it’s worth two whoops, is faith. You sleep 
calmly on trains because you have faith in the engineer 
and signal men. Bankers 
loan money and your firm 
extends credit to 
parative strangers be- 
cause of faith 


com- 


in their 
We buy 
commodities 
know 


purpose to pay. 
and sell 
about which we 
next to nothing because 
faith in the 
manufacturers. Elimi- 
nate faith, and the whole 
world would go to pot. 
Some folks say 
world is going to pot. 


Personally, I don’t be- 


we have 


the 


lieve it. I have faith. 
However, I do know that 
there’s a mighty and 


malign force at work to 
undermine our confidence 
in a lot of things that we 
used to “take on faith.” 
Of course, this wave of 
mental bolshevism will 
recede. J. Pierpont Mor- 
gan once said that “the 
man who sells the United 
States short is a damn 
fool,” and that truth goes 
for the man who would 
‘sell 


while 


short” any worth- 
institution. So 
when you hear the destructive pessimists and croakers at 
this sort of thing just pause to figure out whether they 
come within Morgan's category. 

If they are simply trying to blast your faith in some- 
thing that you feel is right but haven’t the facts or elo- 
quence to defend, tell ‘em to take their soap box up 
another alley. In extreme cases bend a piece of conduit 
over the part in their hair, or push them into an adequate 
and convenient sewer. No jury will convict you for beat- 
ing up the kind of a guy who says there ain’t no Santa 
Claus. 

I recommend extreme measures in dealing with those 
who would destroy our faith in right things, because these 
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destroyers set up nothing good in place of what they tear 
down. The reformer may be a nuisance, but at least he is 
trying to improve the world. The iconoclast is simply a 
destroyer of faith. 

* * * * * * 

All of which leads up to C. E. Corrigan and his mis- 
sion in life. Mr. Corrigan should wear the title of 
“Defender of the Code.” 

There is a good deal of loose conversation being spilled 
around right now on the subject of the National Elec- 
trical Code. Some perspicacious bird fell out of bed and 
woke up to the fact that the code is not perfect. He 
should be awarded the self-bailing gravy boat for this 
discovery.- Nobody we know ever thought the code was 
within a row of apple trees of being perfect. Not even 
its best friends hope to make it 





the Supreme Court of the United States, inerpreter of the 
constitution of this country, and its findings are accepted 
as final and absolute, so the Underwriters’ Laboratories 
have been accorded this function in connection with the 
National Electrical Code, and the industry, since the in- 
ception of the code, has voluntarily accepted their findings 
and their interpretations of whether or not electrical mate- 
rials conform to the provisions of the code, because it is a 
well-known fact that they are considered the nearest ap- 
proach to an impartial organization, with adequate equip- 
ment to perform these functions. 

“The big thing about the code is this,’ continues Mr. 
Corrigan: “It was adopted and is in force only by mutual 
consent. It is government by consent of the governed. 
It will last only so long as we respect it, and will remain 

in its present farm only so 





perfect. Its imperfections have 
tears and 
profanity for years. Yet now, 
because some little electrical 
to plant a 
bomb under it, the crowd acts 
like what the newspapers call 
strike sympathizers—which is 
polite parlance for hell raisers 
—and begins to throw bricks 
and yell: 

“Sure! Tear the code down! 
Burn it up! The darned old 
thing is no good anyway. The 
guy who wrote it was a cross- 
eyed wife-beater. Destroy it! 
Hooray! Telephone a_boot- 
legger! Three cheers for Le- 
nine and Trotsky, as well as 
the Cheeka!” 

According to C. E. Corrigan, 
this is wrong—all wrong. And 
I agree with him. I string with 
C. E. and am out to urge all 


caused merriment, 


bolshevik wants 


ject. 





C. E. Corrigan Says: 


HE trouble at this time is 
that too many bolsheviki 
are ranting around, breathing 
destruction to the 
Electrical Code. 
offering constructive criticism. 
What we need is a little more 
old-fashioned conservatism in 
thinking and talking on this sub- 


I deplore the Russian method 
of tearing the tar-wadding out 
of a sound old institution, which 
the code undubitably is, until we 
have something better. 
reform, not revolution. 


long as we permit it so to re- 
main unamended. It is not a 
set of prohibitions forced upon 
us by any power or clique or 
intrenched minority, but em- 
braces only our own voluntarily 
accepted rules and_ regula- 
tions.” 

This doesn’t mean that the 
code is exactly what we would 
individually like to see _ it. 
There are incongruities, incon- 
sistencies, inequalities, assinin- 
ities and apparent idiocies, 
‘embodied in the code. It takes 
no intelligence to point out 
from two to twenty strictures 
or lapses sufficient to make a 
pink saint swear. But this 
truth applies in greater or less 
degree to all man-made regula- 
tions. Examine the constitu- 
tion of the United States and 
you will find therein a-plenty 


National 
Too few are 


I’m for 








and sundry to do _ likewise. 

“The code,’ says Corrigan, “is the constitution and 
by-laws of the electrical industry. Take away the funda- 
mental law and the industry is lawless.” 

And who, I interrupt to ask, wants any more lawless- 
ness in the electrical industry than we have right now? 
Just imagine what a bunch of lowbrow, codeless contrac- 
tors would do to us! Lighting circuits of annunciator 
wire, cardboard outlet boxes and sockets with tissue-paper 
insulation, fuse plugs of solid copper or cast iron, nails 
for knobs and augur-holes for tubes—flashes, shocks and 
fires for everybody! The well-known United States 
would soon resemble a lightning-struck fireworks factory, 
and for safety we would all have to live in fox-holes, like 
the army in the Argonne. Sweet dream! 

“The code is the constitution and by-laws of the elec- 
trical industry,” states Corrigan. Get that point firmly 
in your mind and remember it when next you hear some- 
one suggest tearing it to pieces. I think the average 
sensible salesman will go a bit slow in accepting nothing- 
at-all in place of the present basic law of the industry, 
bad as that law may be in detail. 

Any constitution must have an interpreter. 


We have 





to criticize. Skim through any 
law digest of town, county, state or nation, and you will 
find stuff that by comparison makes the national code as 
simple and equitable as the ten commandments. What I 
am driving at, and what Corrigan insists upon our realiz- 
ing, is this: The code is just an average human docu- 
ment, in force because we have agreed among ourselves 
that it is a good foundation to build upon, and subject to 
all the change and improvement our intelligence and ex- 
perience may suggest. 

* * & * & & 

According to Mr. Corrigan, about 99.44 per cent of all 
the amendments heretofore suggested for the code would 
make it worse instead of better. Changes have been of- 
fered by people who didn’t know what they were talking 
about, by people with a personal axe to grind, by people 
who hadn’t learned that the reform they wanted was al- 
ready a part of the industry’s Magna Charta. The code’s 
nursemaids may appear to some of us to be a mighty slow 
and slothful lot, but they are thorough and they have 
trained brains. 

If you want a better electrical code, show us something. 

(Continued on page 76) 
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From Acorn to Oak 


How the R. V. Pettingell Electric Supply Co., Boston, Grew to a Large 
and Influential House—and Is Still Growing 


Reported by THOMAS F. CHANTLER 


NCE there lived an old character who used to give 
thanks that he had seen so little because of the 
many pleasant surprises thereby in store for him. 

That quaint philosophy was brought to mind upon the oc- 
casion of my visit to the R. V. Pettingell Electric Supply 
Co., Boston. For being somewhat of a newcomer in the 
electrical field I’m not yet calloused against astonishment 
at such accomplishments as that of a jobbing organization 
not quite five years old doing a business running into 
seven figures. 

However, that’s not meaning to imply that rapid 
progress is unusual in the electrical field. On the contrary, 
every undertaking, more or less, goes forward swiftly. 
That is why the electrical industry ranks where it does 
today. 

Returning to our mutton——“‘beans,” seeing it’s Boston— 


the first thing that engaged my attention upon entering the 


Here is Where Teamwork Has Built Up a Seven-Figure Supply Business in Five Years. 


The 


exterior looks modern enough even to one from as far 


premises at 51 High street was the building itself. 


west as New York. The display room or store is also up 
to the minute 





portables displayed illuminated, each in 
its own compartment, and so on. 

Nevertheless, the sturdy five-story building is not with- 
out evidences of earlier days. And somehow it seemed 
to me that those suggestions of earlier days and ways 
sponsored the soundness of the methods employed by the 
They 


seemed to say: “Here is no flash-in-the-pan record written 


present occupants in forging ahead so splendidly. 
down by freak means. The means are as old as success 
itself, time tried and tested. The secret, if secret it be, 
lies in careful planning, faith and hard work.” 

Stairs lead up from the rear of the display room to an 
elevated section compactly shelved, stretching the width 
of the building, loaded with neatly arranged stocks for 





The Insert at the Top Shows R. V. 
Pettingell, President of the Company; at the Left is F. P. McCartin, Vice-President, and at the 
Right E. F. Coghlin, Secretary and Treasurer. 
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counter trade. Tunnelling through this barrier of shelves 
is a corridor inviting free passage to the brief steps be- 
yond and leading to the three offices occupying the space 
at the back. Access to the floors above is by a separate 
hallway and stairs reached either by a doorway from the 
street or another opening off the display floor. 

There's an elevator, of course, a big freight one; chutes, 
too, that carry stocks to the basement safely, as well as 
many of the other new accessories of modern business. 
But in R. V. Pettingell’s office (“Roger,” his friends call 
him; and one Boston jobber called him “clean competi- 
tion”) the suggestion of earlier days occurs again. From 
under its granite mantel an abandoned grate scowls 
jealously at the radiator purring its song of progress over 
by the window. And there in that old grate is a good 
place to crystalize the thought I have been trying to bring 
out, this: 

The natural query in reading about any worth-while 
business accomplishment seems to be, “How was it done?’’ 
And to me the answer is suggested by the fact of this 
hustling organization clinging to all that’s good and usable 
about that sturdy old building, making changes only where 
justified by the arithmetic of economy and true progress. 

Now I did not ask Roger Pettingell to epitomize the 
policy of the organization for me, but had I done so it’s 
my belief the answer would have summed up in about the 
following fashion: Be not the first to try the new nor yet 
the last to drop the old. Intelligent adjustment of means 
to ends and keeping everlastingly and enthusiastically at 
it must ultimately lead to success. Teamwork wins. 


* * * * * * 


There's teamwork all right; it’s an outstanding feature. 
The organization’s method of taking inventory illustrates 
that clearly. There are thirty-five on the payroll, all told, 
ten outside men, and the balance men and women, in the 
office. The stock carried adds up to something more than 
$100,000. Nevertheless, a complete physical inventory 
has been taken in three hours’ time. All hands pitch in 
after closing hours, the men doing the heavy work and the 
women keeping the records. 

That stock, by the way, is turned almost as frequently 
as women are reputed to change their minds. These last 
two years, in fact, the organization has chalked up a 
volume of business among the largest in jobbing circles 
in New England. More significant perhaps, the concern 
classifies among the twenty-five leading leading jobbing 
houses in the entire United States. And just in that con- 
nection each succeeding year’s business shows an increase 
of about 50 per cent over that of the preceeding year. 

I deliberately encouraged discussion about those matters 
and finally Mr. Pettingell consented to say that organiza- 
tion believes it is handling the largest business with the 
smallest personnel of any electrical jobbing house in the 
field. To illustrate that point he mentioned that the ship- 
ping, packing, receiving and care of stock was handled by 
five men. He said also that he thought the stock carried 
would liquidate as close to 100 cents on the dollar as that 
of any electrical supply house in the field. And he ex- 
plained that by pointing out that only standard lines were 
carried and that they were kept up to date at all times. 
There was not, so far as I was able to see, $500 worth of 
dead stock about the place; and I was invited to nose 
about and note for myself. The amount represented by 











broken coils of BX, loom and wire did not appear to total 
$100, yet the concern does a brisk business in those staples. 

When a standard package is broken the remainder of 
its contents is placed in a bin at once. The organization 
seems to live up to two classifications with respect. to such 
things—packages either are unbroken or the contents are 
binned-—there’s no half-way business. Also it merits men- 
tion that the arrangement of crates and packages so as to 
make it unnecessary to move one box in order to get at 
another of a different character is as near to 100 per cent 
as one is likely to find. There is one stock man on each 
floor, by the way. 

* * * * * * 

Another point which all who have similar problems to 
solve will find interesting has to do with the office work. 
Everything connected with that work is handled in one 
room and but five people are employed. In the book- 
keeping office only girls are employed, under supervision 
of an older woman assisted by an accounting firm whose 
representative makes monthly visits and inspections. Final 
authority for thé work of the department is in the hands 
of E. F. Coghlin, secretary and treasurer. 

Every fixture carried in stock is shown and every fixture 
shown is in stock. The average assortment comprises 
eighteen numbers of fixtures and a like assortment of 
glassware, together with about twelve bowls. The display 
and stock in accordance are maintained and concentrated 
upon throughout the year. There everything is cleaned 
out and a new assortment and display arranged for, usual- 
ly of the same makes. One line of portables also is 
carried, and, likewise, changed to new patterns yearly. 
The aim is to carry enough stock for filling emergency 
orders, depending ther upon factory shipments in handling 
the bulk of the business. 

Getting back to the first floor, the window displays are 
changed weekly and are designed always to the end of 
emphasizing some one or two products. Items shown in 
the display room also are changed according to seasonal 
demands, the introduction of new lines being furthered by 
emphasizing them strongly in these displays. I was told 
also that the organization does one of the largest counter 
trades in Boston, demonstrating and quoting prices also 
for the benefit of the trade, but not selling at retail ex- 
cepting in emergencies—and always at retail prices. 


* * * @ * 


And there you are. Nothing spectacular or unusual in 
methods or equipment and no special merchandising ad- 
vantages. Furthermore, were I at liberty to mention the 
sum named to me as the capital on hand at the startoff, 
less than five years ago—well, it wasn’t even a “shoe 
string’; an “oxford lace” would about hit it off. Just the 
same, the organization piled up a business running well 
into seven figures last year. 

The firm’s latest business-building effort has been to 
secure the services of Mrs. R. E. Livermore, an expert 
appliance demonstrator and saleswoman of many years 
successful experience. Mrs. Livermore will work in the 
field with the salesmen, helping them to bring about more 
efficient selling tactics on the part of the firm’s dealer cus- 
tomers. And it seems a safe prediction that if this new 
undertaking is handled with the organization’s character- 
istic thoroughness it will not be long before new feathers 
adorn the organization’s hat. 
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Using Fans in Winter 


Description of Tests That Will Help Sell Dealers on the All-the-Year- 
Around Utility of the Electric Fan 


By R. J. HEANEY 


Fan Sales Section, Supply Department, General Electric Co. 


r [ YHE electric fan should be a part of the heating 
plant equipment of every home. Its practical value 
for distributing the heated air from furnace regis- 

ters or heated air near steam and hot-water radiators or 

stoves throughout a room is beyond question. It has been 

proved by tests, and demonstrated by the experience of a 

large number of householders. 

A larger number remains to be convinced, however. 
The jobber’s salesman can inform the dealers, and the 
latter can use their efforts to convince householders and 
“sell” them to the idea. The dealer himself must get away 
from the idea, if he has it, that the electric fan is a “‘sea- 
sonal device,” and he must get the public away from that 
view of it. 

Let’s start with the admission that I am a fan enthusiast. 

“Oh,” you will say, “if that is so, he’ll make out a case 
for it in this field, anyway.” 

Not at all. Being an enthusiast, I am anxious that the 
electric fan should attain the very greatest possible meas- 
ure of popularity and use. Were I to make claims for it 
which it will not substantiate in actual operation, such 
claims would tend to bring it into a certain amount of 
discredit—something which, as an advocate of its general 
use, I certainly do not wish to do. 

Here is one proof of the efficiency of the fan as an aid 
to heating apparatus: A club in an eastern city had been 





- 1—Getting Uniform Room Temperature by Circulating 
Warm Air From a Register. 


having trouble in heating some of its rooms. The distribu- 
tion of heat was not even. The air in the immediate vicin- 
ity of the radiators was warmed, but it stayed there. 
Other parts of the room were cold. It was decided to find 
out what electric fans could do toward remedying this 
condition. 

The first room chosen for the experiment was 78 feet 
long, 28 feet wide and 14 feet high, its air capacity being 
approximately 30,500 cubic feet, with an alcove 16 by 20 
feet. There were 22 windows, and the heat was supplied 
by four 22-coil radiators. Four 12-inch fans—one for 
each radiator—were brought in, placed so they would 
blow directly on the radiators, and set in motion. 

When the fans were started, the temperature of the room 
was 56 degrees, constant. Fifteen minutes later, after 
the fans had begun to circulate the warm air, it had risen 
to 61, a gain of five degrees. At the end of 30 minutes it 
was 65; at the end of an hour, 67; and at the end of 2 
hours, 71. At that point the fans were stopped. 

A similar test was made the same day in the same club- 
house in a room 42 feet long, 27 feet wide and 14 feet 
high, having seven windows. It was heated by three 20- 
coil radiators. 

The temperature of this room when the fans were start- 
ed was 49 degrees, constant. After the fans had been run- 
ning for 15 minutes it was 55 degrees; after 30 minutes, 








Fig. 2—Using an Electric Fan to Force the Draft on a Fur- 
nace Installation. 
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nace to Improve the Heating System. 


59; after 60 minutes, 63; and after 2 hours, 68. Thus, in 
2 hours the temperature was raised 19 degrees. 

A series of actual tests to determine the results attained 
by the use of the electric fan as a means of assisting in 
the heating of rooms furnishes some very interesting and 
significant data. These tests were made in a room having 
an air capacity of 1600 cubic feet, located in an unheated 
frame house. The steam radiator had 50 square feet of 
radiating surface. The results are shown in the accom- 
pany Figs. 5 and 6. 

Fig. 5 shows the results of the test. The lines 4 and B 
show the average rise in temperature at the respective dis- 
tanees of 4 feet above the floor and of 12 inches below the 
ceiling. Line C shows the total number of heat units dis- 
aipated from start of the test. After 150 minutes the tem- 
perature ceased to rise (see line 4). The radiation from 
the room now equalled that from the radiator. At the end 
ov 170 minutes a 9-inch fan was started and immediately 
increased the output of heat units to about 24,000 per 
hour. In the center of the room there was a temperature 
rise of 26 degrees in 10 minutes. This changed the room 
from a chilly condition to a condition of comfort. The 
tests were made in extremely cold weather, and the results 






> 
ts x¥ 
328 
s3 
100000 1/00 










Qo 
Minutes from Start of Test 

Fig. 5—Results of Test in Steam-Heated Room With and 

Without Use of 9-Inch Fan. 


. 3—Showing How Fans Can Be Used in Connection With a Hot-air Fur- 

















Fig. 4—How Fans Increase Radiation in 
Different Rooms. 


were obtained solely by use of a fan against the radiator. 

Fig. 6 shows the comparative rise in the temperature of 
a room with and without the use of a fan. Line A shows 
the rise during 160 minutes with the use of a 9-inch fan. 
Line B indicates the increase when no fan was used. Line 
C shows the total number of heat units obtained with a 
fan. Line D is the result without a fan. It was the fan, 
and not extra coal, that produced these results. 

Without a fan, a temperature rise of only 25 degrees 
was obtained. With a fan, there) was a temperature rise of 
62 degrees in the same period of time. Without a fan, 
25,500 heat units were radiated in an hour. With a fan 
operating, 13,000 units were radiated in 4 minutes. 

It is scarcely necessary to say that the electric fan cools 
rooms in summer by circulating the air in them—fanning 
away the heated air and replacing it with that which is 
cooler. No one has any doubt that it succeeds. Anyone 
who has stood in front of one while it was in operation 
knows that it does. 

Why should there be any doubt that it will circulate the 
warm air from a furnace register or that surrounding a 
steam radiator in the same way? The fact is, however, 
that a great many persons need convincing. It is the deal- 
er’s business to convince them. 

Some dealers, even, need to get away from the idea that 
the electric fan is seasonal merchandise. It isn’t. It is an 
all-the-year device—an eminently practical one. 





2 Btu. from 
8 Start of Test 









S4inutes from Start of Test 
Fig. 6—Comparison of Temperatures With and Without Fan 
to Circulate Air From Radiator. 
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What About Fan Sales? 


Big Turnover Possible if Dealers Are Made to Realize Selling Value of 
Demonstration and Trial Orders 


By C. H. CLARK 
Robbins & Myers Co. 


AST spring the jobber had reason to look upon the 

fan situation with some degree of pessimism. Busi- 

ness was off and still on the down grade. And 

along with this condition he saw many of his dealers 

stocked with fans which they failed to move during the 
unusually cool summer of 1920. 

In these columns the writer made the assertion at that 
time that these conditions were not the handicap they ap- 
peared to be, that proper sales co-operation all along the 
line, from manufacturer to jobber to dealer, would sell 


fans in 1921. The 
statement was made that 
the arrival of warm 


weather would bring a 
rapid liquidation of all 
held-over stocks, and 
dealers would be press- 
ing their suppliers for 
quick deliveries of new 
stocks to meet the de- 
mand. That this view 
was justified was shown 
by the generally satis- 
factory volume of fan 
business which was en- 
joyed by the majority 
of jobbers during the 
summer season of 1921. 

This year there is much less cause for the jobber to 
take a gloomy -view of the outlook; the dealers’ shelves 
are pretty generally bare of fan stocks, general business 
seems to have passed the low point, fan prices are decided- 
ly lower, and dealers have learned from their 1921 experi- 
ence that with proper weather conditions and the right 
sales effort fans can be sold in good volume whether gen- 
eral business conditions are good or poor. 

In view of these conditions the jobber’s salesman should 
not find a great deal of sales resistance from his dealers 
on his 1922 fan proposition. But this should not cause 
him to let down any in his sales efforts. There is still 
the ultimate consumer to be thought of. If it requires 
less effort to get the dealer this year the salesman should 
see in this his opportunity to devote just that much more 
time toward constructive sales effort with his dealer, 
helping him increase his turnover and profits through 
more aggressive retail selling. 

When the fan weather arrives every dealer who stocks 
fans will do some business, but it is the dealer who has a 
constructive sales program, and the faith to back that pro- 
gram up with ample stocks, who will do the volume busi- 
ness. And naturally the salesman who works with his 
dealers toward this end is the one who will show results. 

If I were a dealer with a good stock of fans I would 





Hot Weather Will Soon Be Here, and the Dealer That Holds 
Up His Orders Will Be Disappointed—Sell Him Now. 


see that a large percentage of those fans were demonstrat- 
ing their value in the homes and offices of prospective cus- 
tomers every hot day this coming summer. And if I were 
a jobber’s salesman I would concentrate on getting that 
thought across with every dealer I signed up on a fan 
contract. There’s no method of selling which can equal 
the demonstration, especially when that demonstration is 
made by the customer himself, in his own home or office, 
under actual service conditions. It is the one sure way 
to break down buying resistance in times when people are 
carrying locks on their 
pocketbooks. 
Just recently the 
e writer was forcibly im- 
pressed with the value 
of the home trial. He 
saw an advertisement of 
a device which provided 
golfers a means of prac- 


ticing in their homes 
during the winter 
months. Like all other 


dub golfers he was in- 
terested in anything 
which would improve his 
score, but when he noted 
the price of the outfit he 
balked on the proposi- 
tion. In line with the trend of the times toward economy 
$50 for a golf ball on a cable was unthinkable. 

When he mentioned the advertisement to his wife, she 
evidently saw that the desire was there but the prospect's 
conscience would not permit him to squander the fifty on 
a golf ball. She also saw an opportunity to solve a 
Christmas problem, and ordered the machine. After its 
arrival two or three swings on the ball were sufficient to 
show that it gave real golf results and the owner would 
not have parted with the machine for twice its cost. And 
yet he had been fully decided that he would not buy one, 
and would not have done so on his own initiative. Any 
golf enthusiast who had an opportunity to practice on 
that machine in his own home would, no doubt, be sold on 
it just as thoroughly. 

And so it is with any product which fills a real need 
or desire. Once you have it in the hands of the prospect 
where he can experience something akin to real ownership, 
he is very unlikely to relinquish that ownership. 

It is not a matter involving very great expense or trou- 
ble for the dealer to distribute a load of fans in the homes 
and offices of live prospects and call around for the fans 
or their equivalent in orders the following or second day. 
The prospect who has experienced the discomforts of a 

(Continued on page 91) 
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Honesty Is Still 
the Best Policy 


The Truth in Business 


The cleverest man 


ISTEN, young man! 
in the world is the man who tells the truth, 


and tells it all the time. The dumbest 


is the one who thinks it is clever to tell false- 


hoods most of the time. 
Sometimes one can 
profit by telling a lie, but 
it is like dodging bullets: 
one never knows when he 
is going to get hurt. 
Lying is a game. 
Sometimes it is a very ex- 


citing game. But it is 
essentially gambling. 





And gambling—any sort 
of gambling—is not busi- 
ness. 

The fundamental laws 
of business are just as ac- 
curate and as well estab- 
lished as the principles of 
geometry. 

It is hard to see this, for 
our visual range is lim- 
ited. Most of us can see 
the crooked dollar coming 
today, but not the ten 
straight dollars it is going 
to lose us tomorrow. 

Real business success is cumulative. It grows 
like a snowball. And the one thing that makes 
it keep on growing, even while we sleep, is our 
persistent truthfulness and dependableness. 

If you put an advertisement in the paper an- 
nouncing goods worth $5 for sale at $2, and if 
the people come and buy, and find out the stuff 
is not worth 10 cents, you may make a one day’s 
«oin, but vou have alienated a lot of indignant 
customers and have started to saw away the 
posts that sustain your reputation. 

If vou have a store rented for a week only 
end purvose to conduct a sacrifice sale of goods 
that will make everybody disgusted who buys 
them, then perhaps vou may lie with a high hand 
and a stretched-out arm. 

A business conducted on a basis of misrepre- 
sentation and deceit cannot survive. 


By DR. FRANK CRANE 





(Copyright, 1922, by Dr. Frank Crane) 





Rut if vou are in business to stay, and want 
regular, returning, increasing, satisfied and 
friendly customers, it will pay you to stick to 
the truth and nothing but the truth. 

Exaggeration is lying. 
It does not take long for 
the people to get the habit 
of discounting 25 per cent 
of all you say, and once 
you get a reputation for 
lying it is pretty hard to 
live it down. 

If you continually 
overstate and vociferate 
you must keep on getting 
louder, until you soon be- 
come incoherent. 

But if you habitually 
state only what is soberly, 
honestly true, by and by 
everything you sav will 
be away above par. 

A man’s repute for 
truthfulness is as much a 
part of his capital as are 
his store and stock; so 
much so that he can rais* 
monev on it. 

As civilization pro- 
gresses, business becomes more and more an af- 
fair of credit, of trust. The very foundation of 
big business is trustworthiness. Therefore, if 
vou are ever going to get beyond the peanut- 
stand and push-ceart stage of merchandise you 
must establish a basis of dependableness. 

There is not one thing in this world, voung 
man, that can be of as much value to vou as 
building up a reputation such that men will sav. 
“his word is as good as his bond.” 

Don’t think that good old-fashioned honestv 
is out of date. 

It is well to be clever and keen and Johnnv- 
on-the-svot; it is well to look out for number 
one and to know a good bargain, but best of all 
is to have the world say of you: 

“Whatever that man says can absolutely be 
relied upon.” 














THE JOBBER’S ff) SALESMAN 








Pictorial 


Service stations are 
what the auto bandits 
call “easy pickings,” 
but some lighting sales- 
man with an eye for 
service and a nose fox 
business induced the 
manager of the one 
shown above to install 
some floodlighting pro- 
jectors, and now the 
Jesse Jameses don’t 
linger around. They 
think it’s just a little 
bit too conspicuous for 
comfort, and they pre- 
fer the darker spots. 


Review of Electrical Developments 

























1500 pounds on a dead 
man’s chest? No, but 
if they ever shut the 
current off this lifting 
magnet we don’t know 
what will happen to 
Sir Johanna Bess Se- 
gis, the Beau Brummel 
of all the Holsteins, 
who got the electric 
vacuum cleaning of his 
young life just before 
he won the blue ribbon 
at the Dairy Cattle 
Congress. Some 





You say it; it doesn't 
look well in type. 





CR ty atin cca alt ee 


POULTRY S 








Jackie Coogan 
says he is going 
to be a_gre-at 
electrician when 
he grows up. 
Here he is, tink- 
ering with one of 
the giant spot 
lamps at the 
United Studios, 
where he is mak- 
ing another pic- 
ture. We always 
knew we were in 
the right busi- 
ness.—Photo by 
Intl. 
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At the left is an in- 
genious electric — sign 
used in Berlin to show 
the destination of ap- 
proaching street cars. 
—Photo by Keystone. 


Now they are telephon- 
ing from street cars. 
Wireless, of course. 
The illustration shows 
a test installation.— 


Photo by Wide World. 


“She loves me; 
she loves me 
not.” Below is 
an emotion me- 
ter, electrically 
operated, that is 
like a woman's 
love — expen- 
sive, and easily 
destroyed. By 
measuring blood 
pressure and res- 
piration it tells 
whether the sub- 
ject is angry, ly- 
ing or in love.— 


Photo by U. & U. 
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“Back of the Button” 


This is the title of a one-reel film which has been produced by 
the Rothaker Film Co., Chicago, for the National Electric 
Light Association to secure a better appreciation of electric 
service and to emphasize the desirability of investing in utility 
securities. Arrangements are being made so that power com- 
panies can show the movie in communities in which they 


operate. 


Mythology plays an important part in the story. The open- 
ing scene shows a young boy playing with an electric train. 
“Grandpa,” he asks, “What makes the train go when I press 
the button?” Taking the youngster on his knees, grandpa 
begins the story: ‘Once upon a time there lived in the clouds 
a great god called Thor, the god of lightning and thunderbolts, 
with which he destroyed his enemies. As time passed, Thor 
grew weary of using his great power for destructive purposes. 
Peering through space he saw that the earth was a world of 
drudgery, and poorly lighted. Raising aloft his hammer he 
said, ‘I, the great god Thor, will go to the aid of civilization. 
I will be a blessing to the world. I will send my minions to 
transform the households of drudgery into homes of ease and 
happiness.’ He hurled his hammer and a tremendous flash of 
lightning struck the earth. A puff of smoke arose and out of 
it came the well-known Mr. Kilo Watt, who said, ‘I am Kilo 
Watt, sent by the great god Thor to be the servant of man- 
kind. Behold my magic’.” 

The film goes into detail as to the sources of electric power, 
showing steam and hydro generating stations, and finally ends 
with grandpa making the final payment on some power com- 
pany stock certificates, the dividends from which will pay for 
the service “Back of the Button.” 
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Percival Stern 


Through diligent effort and study of his industry, Mr. men in his calling in the United States. His energy and 
Stern has become a recognized leader of electrical jobbing resourcefulness have contributed largely to the success of 
affairs in the South as well as one of the most prominent — the Interstate Electric Co., which was organized in 1903. 
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MEN YOU SHOULD KNOW 


Percival Stern, 


HE ideas and ambitions that the child mind breeds 

would probably fill several Encyclopedia Britannicas 

and revolutionize everything from perpetual motion 
to the hatching of a duck from a chicken’s egg. At some 
time in their young lives most youths conceive the ambi- 
tion of being policemen, soldiers, firemen, locomotive en- 
gineers or dog catchers so they can have all the alley pups 
in the city for their very own; 


President, 
Interstate Electric Co. 


Marks was formed with an invested capital of $10, which, 
by the way, was advanced by a friend for the purchase 
of tools. 

“The proudest moment in my business career,” says 
Mr. Stern, “was about six months after we went into 
business and when a wholesale grocery house gave us a 
small space on the second floor. This space, which be- 
came my office, had but two 
real walls, the third one con- 





but it was the ambition to fly 
that. gripped the heart of Per- 
cival Stern, president of the In- 
terstate Electric Co., of New 
Orleans, Birmingham and 
Shreveport, .at the early age of 
seven. Like Henry Ford and 
the Wright brothers, Percy 
came near to being delegated 
to the “bughouse” for his pre- 
mature ideas, and it may be 
that it was only the timely de- 
velopment of the airplane that 
sav-d him from this ignominous 
journey. 

Jiorn in the small town of 
Amite, La., on Jan. 31, 1880, 
it was soon found that he had 
an inherent gift for the solu- 
tion of mathematical problems 
and the innate desire to invent 
a flying machine if this had not 
been done by the time he left 


‘sy AM 





Percy Stern Says: 


business can be built only on 
straight-forward 
principles. I am reminded of an 
instance in my early business life 
when a then prosperous business 
man told me I was foolish to al- 
low myself such a small profit on 
a certain bill-of-sale. 
tended that I could triple it. To- 
day that man has been reduced 
to the place where he is conduct- 
ing an insignificant business. 
“Business can only be success- 
fully conducted in one way and 
that is the fair way.” 


sisting of an open entrance, 
and the fourth a pile of flour 


barrels. 
a ‘ “I managed to find an old 
a fi ver at 8 
1 firm believer th desk with two legs and 


propped this up with boxes. 
An old chair that had been bet- 
ter days was next dug up and 
repaired, so that it would at 
least hold an average size man 
with a certain degree of safety. 
I was prouder of that office 
than any I have had since.” 
And let it be here remarked by 
the author that he must have 
been a proud young man, in- 
deed, for his present commodi- 
ous office would do credit to 
the most palatial residence 
with its elegant desks, rug, 
davenport and other earmarks 
of a man of distinction, refine- 


and __s honest 


He con- 








college. At the age of seven, 
when most boys were just 
learning the sum of two and two, Percy could solve the 
most difficult problems without the aid of pencil and 
paper, and it was at the age of nine that he became in- 
culeated with the desire to soar above other men, which, 
in effect, he may have truly accomplished in a business 
capacity since. 

Probably with the intentions of propelling airships by 
electricity he entered high school at the age of 11 and 
proceeded to learn what he could of electricity. At the 
abbreviated age of 14 he was ready to graduate, but be- 
cause no one was allowed a high school diploma until the 
age of 15 was reached he was compelled to continue his 
“prep” school education another year. 

In 1895 he entered Tulane college in New Orleans, 
from which he was graduated in 1899 with high honors 
and the degree of bachelor of engineering. During 1918 
Mr. Stern returned to his alma mater to instruct the young 
idea in commercial and business administration. 

After leaving college Mr. Stern chanced one day to meet 
an old classmate; a conference as to business prospect 
was held, and it was forthwith decided that they enter the 
electrical contracting business. Thus the firm of Stern & 


‘ment and success. 

“Our first job,” continues 
Mr. Stern, “‘was repairing a motor for an Italian. This 
consisted of oiling it and selling him a gallon of oil, for 
which we received the untold sum of $1.50. Instead of 
creating a ‘surplus fund’ with this money we proceeded 
to spend it over the Italian’s bar.” 

Gradually, though, the business grew as businesses are 
wont to do under careful administration, and they finally 
began to job in a small way, probably applying the rudi- 
ments of grocery jobbing to the distribution of electrical 
equipment. Having been extremely successful for young 
men their services were finally sought by other supply 
houses at fancy salaries and it is said that there was 
lively bidding against each other among the jobbers in 
New Orleans at that time. 

Probably as a compromise the firm of Stern & Marks 
was consolidated with one of these jobbing houses under 
the general managership of Percival Stern, Marks in the 
meantime withdrawing to continue in the contracting 
business. It was by this consolidation in May, 1903, that 
the Interstate Electric Co. came into existence. 

In 1906 a branch was established in Havana, Cuba, 

(Continued on page 84) 
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A Better Fan and a Better Marketing 
Plan to Meet 1922 Selling Machines 


Tie-in your store with the Westinghouse 
1922 national fan campaign. Avail your- 
self of every selling help. Get the full 
benefit of each buying impulse of your 
customers. _ 


This year the way is paved to easier fan 
sales than ever before. A better product 
plus maximum selling assistance will pro- 
duce real results for dealers who co-oper- 
ate. 


Our Agent-Jobbers will help you get best re- 
sults. Ask their advice today. 


Westinghouse Electric & Manufacturing Co. 
Newark Works, Newark, N. J. 


Sales Offices in All Principal American Cities 


The 1922 fan marketing 


plan comprises— 


A comprehensive national campaign. 
A moving window display. 

A bigger and better catalogue. 

A new customer catalog. 


Complete literature to reach every type 
of fan prospect. 


Illustrated letterheads, lantern slides, deal- 
er ads, counter cards. 


Blotters, folders, etc. 


The Westinghouse monthly magazine, 
CONTACT, containing complete sell- 


ing plans, 


Westinghouse 
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The Tumbler Heater Is the Latest 


Agent-Jobbers e ° 
ATLANTA, GA., Gilham Schoen Electric Co. es Ing ouse pp lance 
BIRMINGHAM, ALa., The Moore-Handley Hardware Co. 
BLUEFIELD, West VIRGINIA, Superior Supply Co. 
BuFraLo, N. Y., McCarthy Bros. & Ford. ’ : 7 : 
Burre, Montana, The Montana Electric Co. This, the newest Westinghouse device, will be one of the 


Cuicaco, Itv., Illinois Electric Co. 


CINCINNATI, OnI0O, The Johnson Electric Supply Co most active sellers in your entire stock 

CLEVELAND, OHIo, The a Electric Co. “ 

Denver, Coro., Mine & Smelter Supply Co. : . e 
Devan’, MICcH., Commential Electric Supply Co. Many times a day each of your customers wants just a little 
‘Et Paso, Texas, Mine & Smelter Supply Co. : 

EVANSVILLE, IND., The Varney Electrical Supply Co. hot water—usually ina hurry. 


Houston, Texas, Tel-Electric Co. 

INDIANAPOLIS, IND., The Varney Electrical Supply C 
Kansas City, Mo., Satterlee Electric Co. 

Los ANGELES, CAL., Illinois Electric Co. 
LovuisviLLe, Ky., H. C. Tafel Electric Co., Inc 


The Tumbler Heater supplies a tumbler full of boiling liquid 
in 3 to 4 minutes. 


MEMPHIS, TENN., Riechman-Crosby Co. > M4 Ms : . ° 
MILWAUKEE, Wis., Jolles Andrae & Sons Co. This appliance 1S practical as well as convenient. The switch 
New Haven, Coun., Hensel & Hopgen Co. is handily located so that the current can be turned off as 
N York, N. Y. No thwestern Electric Equipment Ms = ~ - 

Ew Yorr rthwestern Electric Eq the heater is lifted from the glass. It is so designed that 
OKLAHOMA City, OKLA., United Electric Co. i 1 1 i 
Oxtanoms Cry, Onna, Vuited Blestrle | its weight will not cause the glass to tip over. 
PHILADELPHIA, Pa., H. C. Roberts Electric Supply Co. ° 
PitrssurcH, Pa., Robbins Electric Co. The Tumbler Heater has many points of appeal. Each one 
PoRTLAND, OreE., Forbes Supply Co. 
RICHMOND, VA., Tower-Matord Electric & Mis. Co. means sales. 
Rocuester, N. Y., Rochester Electrical Supply Co . . 
Satt Lake City, Uran, Intermountain Electric Co. Don't overlook the fact that convenience outlets are needed 
San Francisco, Car., Electric Ry. & Mfrs. Supply Co. a 5s : 
ScRANTON, Pa., Penn. Electrical Engineering Co. to make appliances really convenient. Boost the idea to 
SEATTLE, WASHINGTON, Forbes Supply Co. 
Sioux City, Iowa, The McGraw Co. your customers. 
SpoKanE, WasH., The Washington Electric Supply Co 
St. Joserpu, Mo., Columbian Electrical Co. ; 
St. Louts, Mo., Central Telephone & Electric Co. ats 3 . : 
St. 5Oe Ben a en te Westinghouse Electric & Manufacturing Co. 
Syracuse, N. Y., H. C. Roberts Electrical Supply Co. Mansfield Works, Mansfield, Ohio 
Tusa, Oxta., United Electric Co. ’ ig 
Wicuita, Kansas, United Electric Co. Sales Offices in All Principal American Cities 


Westinghouse 
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Lighting of Store Interiors 





Essential Facts to Assist Jobbers’ Salesmen in Effecting the Sale of Lamps 
and Lighting Equipment for Stores 


By W. E. UNDERWOOD 


HE standard 10 foot candles, 
Uniform intensity is desirable, but it is not a 
requirement as long as the varation is not 
Lighted units should be 


intensity is 


: 


incomfortable to the eye. 
brighter than the balance of the store, but should not 
be glaringly bright. 
Units and Lamps 
The most satisfactory lighting unit is the: totally 
inclosing glass or glass and metal dust-proof type. 
Proper 
300-watt 


Spacing should not greatly exceed 10 feet. 
200-watt 
daylight lamps. 
Daylight lamps may be used to best advantage (n 
They are especially ad- 


lamps are type C lamps or 


many but not in all stores. 
visable where the approach to daylight color is desir- 
able or where stores have but little natural daylight. 
This illumination blends well with actual daylight. 

Wide stores should have an extra row of units near 
wall shelves or cabinets. “Showcases may be lighted 
with showcase lamps in proper reflectors. 

Reasonably good illumination is obtainab!e in most 
stores merely by replacing old units with proper new 
units and lamps. 

Sales Pointers 

Large stores, such as leading departmtnt stores, 
are usually quite well lighted or have been frequently 
approached on the subject. Specialty shops, such 
hat book 


candy shops, florists, shoe stores, ete., are excellent 


as haberdashers, stores, stores, furr-ers, 


prospects. Grocery stores, meat markets, hardware 
stores, drug stores, etc., are not as good prospects as 
specialty shops. 

Choose prospects carefully by making a survey and 
a list of poorly lighted stores, especially those on busy 
streets. Address sales calls and advertising to the 


merchant or owner. Don’t waste time on subord - 


nates. The angle of approach depends upon whether 
the merchant owns or rents his store. 

Better lighting pays the merchant by: attracting 
The 


value to the store owner is that better light ng mak s 


and holding trade and by making sales faster. 


the store easier to rent and in greater demand amonz 


desirable tenants. 





The cost of installing better lighting units is very 
small because only a change of units and lamps is 
usually involved. 

Window lighting and store exterior lighting can 
be sold simultaneously with store interior lighting. 
Frequently it is advisable to make better window 
lighting the sales “leader.” 

The contractor-dealer can use his own store, if 
properly lighted, as an example and can bring other 
merchants to view it. 

Demonstration 

Concentrate your selling: effort on one type of unit. 

Carry a demonstration sample on your sales calls, 


‘ equipped with a 300-watt lamp, flexible cord and plug. 


Have your costs and prices all figured out, so that 
there need be no delay in making quotations to the 
prospect. 

Other Sales Aids 

The foot-candle meter is of great help in con- 
vincing the merchant that his present lighting is not 
on par with the accepted standard. 

A mail campaign of three or more mailings is 
valuable in paving the way for personal calls. Such 
advertising cuts down sales resistance and makes 
follow-up calls more fruitful. 

Trial installations of one or two units sometimes 
save the day when the merchant or store owner is 
-unmoved by other means. 


Dont’s 

Don’t call on Saturday. Don’t call around the first 
of the month. Don’t interrupt the merchant when he 
is making a sale or hold him in conversation if a 
customer is waiting to buy. 

Don’t become discouraged if the merchant gives 
you a hard luck story—it’s his usual alibi to anyone 
whe is trying to sell him something. He just has to 
get it off his chest before he is in a proper frame of 
mind to consider buying. 

Don’t talk price until you have sold the idea that 
better illumination is a good investment. 

Don't offer to make a trial installation as long as 
there is a chance of selling the merchant without 


this added sales expense. 








Tear out this page and put it in your lighting sales portfolio. 
appear each month, giving condensed information on some specific lighting subject, such 






A similar page will 


as factory lighting, home lighting, popular types of lamps, lamp agency contracts, sign 


lighting, etc. 





The next article will give summarized data on store window lighting. 
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Your Reputation for Show Window Lighting 


“Jove” 
X-Ray 
Reflector 
No. 600 





The show windows of C. Frank Haines, Toledo, effectively lighted with X-Ray Re- 


flectors, have helped create for him a reputation as a merchant for men’s wear. 


Stores everywhere are judged by their Show Windows. 
Thousands of merchants are making their show win- 
dows SELL, by lighting them effectively and econom- 


ically with 
X RG&Y Reilectors 


The Standard for Show Window Lighting, because 
of more than 25 years of satisfactory service. 





Sell more X-Ray Window Lighting and it will sell more for you! 


Spotlighting in the Show 
Window, like on the 
stage, is used to concen- 
trate attention. The No 
10307 X-Ray Window 
Spot-light uses a 250 
watt lamp. 


Co'or Lighting in Show 
Windows is secured with 
No. 66 X-Ray Color-Ray 
attached to either Jove 
or Jupiter X-Ray Re- 
flector. 





—S~ 


Each No. 66 Color-Ray is com- 
plete with four gelatine color 
slides—Red, Blue, Green and 
Amber. 


Immediate Shipments from Distributors Stocks 


National X-Ray Reflector Company 


New York CHICAGO _. Los Angeles 
31 W. 46th St. 235 W. Jackson Blvd. 804 Security Bldg 


Engineers in all principal cities. 
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Little stories of 
unusual sales ~as 
told by salesmen. 


Overcame Apparent Dislike 


VERY salesman, sooner or later, 
meets a prospective customer who 
for one reason or another, oftimes un- 
known, takes an apparent dislike to 
And for the benefit of 
the many recruits who might feel in- 


the salesman. 


clined to become discouraged because 
of this, I will relate how in my “‘stu- 
dent days’ I overcame a seeming dis- 
like by a simple little remark. 

My predecessor in an Ohio territory 
was very popular. He was transferred 
tu a different territory, and I was put 
in his place with a very meager expe- 
rience to guide me. I was calling on 
the proprietor of the largest store of 
its kind in a certain town, and I soon 
learned that he was a gruff old chap 
who spoke his mind. And I realized 
he wasn’t warming up to me. Desper- 
ate, I tried to show how bright I was 
and how much I knew about things in 
general. He listened for a time and 
then interrupted with: “You're an out- 
aud-out liar, young fellow, and al- 
though I admit I enjoy listening to a 
clever prevaricator occasionally, I 
can't say that vour talk has been very 
entertaining. Good day!’ I tried to 
go through the floor, the ceiling, any- 
where. 

On the verge of accepting the rebuff, 
I suddenly realized that I 
scarcely afford to lose so easily. Try- 
ing again, I spoke of Mr. Blank, my 
predecessor. The old chap conde- 
scended to reply, saying, “Yes, he was 
Then he asked what 


could 


a fine fellow!” 
had become of the salesman previous 
to Blank. I stated that he had been 
asked to resign. “Serves the young 
upstart right,” he said, “I never could 
understand how he lasted as long as he 
did!’ And from the Land of Hope a 
reply came to me. “Our people are 
noted for giving a man plenty of op- 
portunity to make good. That’s why 
I’ve been with them so long.” 

He looked at me queerly, studied 
my grin, and seemed to be trying to 
bore through me with his eves. Then 
he laughed, harder and harder, and 


you can wager I did, too. I won an 
order that day, and many later, prov- 
ing it. Above all, boy, don’t give up 
and don’t neglect the little things. 
Dovetas Mack. 
* * 4% 


“Re-Infusing” the Buyer 

H E was a small town dealer, witb 

a nice little profitable business. 
His success may have been traced back 
to luck or pluck, but it is a cinch it 
wasn’t diplomacy, tact and courtesy. 
He utterly lacked all these features. 
Well, he was on my list of prospects, 
and I wanted to sell him. 

In paying him my first call—on the 
subject of a lamp contract—I even had 
to acknowledge the regrettable fact 
that, in addition to diplomacy, tact and 
courtesy, knowledge was a fourth fea- 
ture, which the Lord must have mis- 
placed when He gifted this particular 
premoter of the electrical craft. 

I soon found out that this man was 
ore of these individuals who wouldn't 
take “nuthin’ from nobody.” Besides, 
he was already under some sort of a 


contract agreement with a competitive 
concern, and he told me about when 
that agreement would be reopened for 





“What Are You Jumping For?’’ 


consideration. I thanked him 
kindly for the information which I so 
“painlessly had extracted” from him, 
and promised him that I would not 
forget to call on him when time was 


very 


ripe. 

One of our specialty salesmen hap- 
pened to be doing some work on a cer- 
tain make of electric flatirons. He 
called on this same dealer, and, of 
course, no sale resulted directly from 
the call. He sent his order in by mail, 
and in doing so miscalculated his 

















prices (a matter of 50 cents below the 
price given him by the specialty sales- 


man). Naturally his order was re- 
turned with the appropriate explana- 
tion that it could not be filled at the 
price he stipulated, ete. This incident 
will thoroughly illustrate what kind of 
a humor my Mr. Dealer was in when 
“time was up” and I entered the ring 
for another round. 

At the time of this call I was carry- 
ing two lines, lamps and this new prop- 

“geared-to-the-public” fuse 
I wanted his order for both, 


osition, 
plugs. 

but it gave him a great deal of mali- 
cious pleasure to tell me that he had 
already given his lamp contract over 
tc his old supply people, and he was 
not interested in the selling points of 
my line of fuses. 

“You are absolutely right,” I acqui- 
esced. “But here is something I know 
you will be interested in—an estab- 
lished product with an established de- 
mand, but merchandised on a new plan 
that will give you a quicker turnover, 
better profits, more stabilized clientele, 
better business, bigger profits, etc.” 
And I proceeded to outline my propo- 
sition on the fuse plugs. 

I knew at once he was interested. 
i met every argument, but he was de- 
termined to turn me down, and after I 
had finally made him agree with me 
that this fuse proposition would mean 
profits to him, yet the only reason he 
gave me for refusing to put his name 
on the dotted line was that he thought 
I thought that I knew too much, and 
that I was too persistent, and he 
wouldn't buy my stuff nohow. So he 
walked with me to the front of the 
store, and then I “sprung’’ it. 

He was about to open the door and 
see me out when I handed him one of 
my lamps with these words, “Of course 
you know a good lamp when you see 
one.” He looked at it and, handing it 
back, waved his hand. ‘Save your 
time ; my lamps are as good as yours.” 
At that moment, however, instead of 
catching the lamp, I let Mr. Dealer 
drop it on the floor. He took a quick 
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side jump, expecting the usual crash, 
with fragments of glass flying all over 
creation. But the lamp didn’t budge. 

“What are you jumping for?” I said 
as I picked up my lamp.- “It won't 
hurt you.” And when asked if “the 
darned thing would burn” I walked 
back into the store, removed a lamp 
from the socket over his writing desk, 
put in my own lamp, and “the darned 
thing” shone as bright as ever. 

Of course, I explained to the dealer, 
it was hard to “jump at conclusions,” 
but I naturally had figured that he 
would have waited with his lamp con- 
tract until I had had the chance to see 
him. Under the circumstances, how- 
ever, I would not accept even an open 
order from him for an ever so small 
quantity of my lamps. 

“Well,” he said, ““ am sorry now 
that I forgot to get in touch with you 
when that lamp contract was up for 
decision. I see it now, but—eh—what 
I was going to say—how much did you 
say them fuse plugs were?” 

Fifteen minutes later he signed on 
the dotted line for ‘‘them fuse plugs,” 
and he is going to let me know about 
the lamps sure. 


A. R. MvuE ier. 


* * * 


A Thought Does Service 
VAGRANT thought got an order 
for me once—one I never would 

have gotten otherwise, The thought 
vame to me while taking a bath. Run- 
ning a spray over my body, I began 
thinking how wonderfully stimulating 
it would be if there was some kind of 
an electric attachment connected with 
the spray that would send mild cur- 





Thought of an Electric Spray 


rents into the body simultaneously 
with the refreshening water. How- 
ever, with the conclusion of the bath, 
the thought was dismissed, never to 
pop up again until a year later, as I 
entered a dealer's store in Milwaukee. 

The proprietor of this store had a 
well-earned reputation for being a 
hard nut. To give him his due, he was 
just as hard as they make ’em—and 


chronic; always boisterous, bellicose, 
and ever ready with a mouthful of pro- 
fanity to expectorate with the least 
provocation. 

His store was a huge affair, with an 
aisle down center that seemed as long 
as a city block. Mr. "s den was 
at the end, of course. I walked in non- 
chalantly and started for the den. At 
the time I was carrying the 
flashlight exclusively. Three-quarters 
of the distance down I was greeted by 
some of the worst cursing I ever lis- 
tened to. “Why, you rotten—this, that 
and the other thing—what do you 
mean by sending such junk on to me— 
why, you ought to be selling shoe 
laces.” 


As I drew nearer I beheld the ob- 
ject of this tirade—a competitor of 
mine, who was carrying a rival line of 
flashlights. I began slowing up. I hes- 
itated. I was for turning on my heels, 
but I knew both of them had seen me, 
and would put me down for a coward 
if I vanished, so I kept on. My rival 
gave me a sickly sort of a grin, as he 
anticipated what I was going up 
against. Mr. almost annihi- 
lated me with a few of his venomous 
glances. 

I felt quite nervous. I would have 
given anything to be out on the street. 
What chance had my flashlights there 
when this man—who was carrying 
lights that outranked mine in quality 
and price—was being dragged over the 
coals? Why, it would be suicide to 
even mention my line. It was at this 
moment that the vagrant thought re- 
turned to me. 

“What is it?” he roared at me when 
I told him I had something new. I 
mentioned the electric spray—water 
and an electric massage at the same 
time. My one object was to say some- 
thing and be in a position to make a 
decent exit. 

After I got through there were three 
surprised men standing there; I guess 
I was the one most surprised. I had 
an order in my pocket for a good many 
electric sprays. 

Once outside, I congratulated my- 
self on getting away: so easy. Then I 
began wondering if there was a firm 
who carried such an article. Going to 
the library, I scanned all the electric 
journals and, to my delight, discovered 
a firm in the East who carried a con- 
trivance something on the order. I im- 
mediately communicated with it, and 
in a few weeks the order came through. 


I made it my business to be in Mr. 

’s store when it arrived. After 
looking it over he was delighted. 

Although flashlights were my field, 

I carried those sprays after that. A 

vagrant thought not only landed an 

order, but it‘saved my hide, and gave 


me a new field to work in. 
T. A. Doran. 


* * * 


Tames a’ Globe-Trotter 


OU boys have all been up against 
the merchant who seems to have a 
standing grudge against all salesmen. 
About a month ago I called on a 
man who was noted for his gruff treat- 
ment of salesmen. As it was my first 
call, I was prepared for a real greet- 
ing, and as you might guess I was not 
disappointed. 
After introducing myself I started 
my little spiel, and friend merchant 


Asked for a Pair of Roller Skates 


handed me the grand insult of walking 
to the other end of the store. But be- 
ing prepared for him, I trotted right 
along. To my surprise, he turned and 
started back to the other end of the 
store, with me right after him, but 
when he turned to try it the third time 
I stepped in front of him and asked if 
he would kindly do me a favor. He 
replied that he was not in the habit of 
granting favors to salesmen, but asked 
me what I wanted. 

I then told him that, if he would be 
kind enough to lend me a pair of roller 
skates from his stock, so that I could 
keep up with him, I was positive that I 
could convince him that I had a propo- 
sition that would make it worth his 
while to remain in one place long 
enough for a demonstration. 

He replied that he did not think I 
had, but owing to my anxiety to dem- 
onstrate he would give me five min- 
utes, and our heretofore globe-trotter 
meekly walked over and sat down in a 
chair. 

Having an article that sold on sight, 
it did not take me long to get the order, 
and I am sure I have made a friend 
and customer out of Mr. Grouch. 

_E. M. PHELAN. 























Illustrating special features 
—protection from _ hot 
steam when opening and 
removing waffle bakers 


WAFFLE RANGE, COMPLETE WITH NICKEL TRAY, LIST PRICE $18.00 EACH. 


EXCELSIO 


ELECTRIC WAFFLE RANGE 
A New Style Waffle Range 


Special Features not found in other Waffle Ranges 





It’s sanitary— 


Waffle bakers are removable—easily washed and cleaned. A slight turn to the right and 
they lift out—a slight turn to the left and they are locked securely again ready for use. 


It protects hands from hot steam— 


Handle is pressed downward to open instead of lifting up, thus emitting the hot steam 
without burning the hands. 


Beautiful in design—rich in appearance. 

Heavily nickel plated, highly polished to a silver-like finish. 
Ebony handle and legs are portable. 

Heating element—nickel chromium steel wire, fully guaranteed. 


MANUFACTURED BY 
PERFECTION ELECTRIC PRODUCTS CO. 
New Washington, Ohio 


NATIONAL DISTRIBUTORS 


GEO. BORGFELDT & CO. 


16th Street and Irving Place, New York 
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Things We Might Have Done 
HAT’S alright,” agreed the fel- 
low who had been waiting to tell 
his story for an hour, “but what gets 
me are these self-satisfied ginks who 
are always yelping about what they 
used to do. It seems to me like some 
of these birds photograph their past 
experiences, and carry the photographs 
around in their inside coat pockets to 
gaze upon and admire. When a sales- 
man lacks the guts to create new ex- 
perience, he’s all through, I say. 
“Did of 


them who loves to sit down and run 


you ever run across one 
off a reel or two of his past achieve- 
ments saying, “That’s what I did when 
[ was with the Promercial Electric 
Supply 

“It reminds me of one day when I 
stood waiting for a train in New York. 
At the end of the platform were three 
large iron gates. It was a little after 
five, and thousands of people were 
The gate on the left 
had just been slammed shut in the face 
of perhaps a hundred who had missed 
They and 
stamped like wild horses, chafing in 
a corral, but finally they accepted their 
fate, and with a look of disappoint- 
ment went back into the station. 


hurrying home. 


their train. pranced 


“Before the gate on the other side 
another group had assembled, awaiting 
a train that was due to leave in twenty 
minutes. Some were leaning against 
the grating, others idly talking in 
groups, and others pacing impatienily 
up and down—waiting, waiting for 
their train. 

“The gate at the center was swung 
open. A steady stream of jubilant 
passengers were moving through to 
board the train. There was no con- 
fusion, none of the despair of that of 
the first crowd, none of the impatience 
of the second. They had not missed 
a train; they were not waiting for a 
train; they were going then—and now. 

“IT stood there and watched ihenm, 
First 
thing vou know I was comparing those 


One 


and it made me think a bit. 


three gates to the story of life. 


gate was slammed shut—the Gate of 
Our 
have done. 


Yesterdays—things we might 
The Gate had closed on 
the days we might have stayed in 
school, on the days in our youth when 
we abused our health, on the days 
when we might have saved money or 
made a good investment, and all the 
Before the 


Gate slunk the men who say, ‘If I had 


many regrets of the past. 


it to do over again, it would be differ- 
ent.’ 
“The Gate of Tomorrow was closed. 
The crowd was waiting for Tomorrow 
to Come, that they might get busy and 
achieve their ambitions. Waiting for 
Tomorrow, that never comes except as 
a today. 

“The Gate of Today was wide open 


the train was leaving. Today is 
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Here are the gentlemen who put the 
“Moock” in Moock Electric Supply Co., 





Canton, Ohio.. On the left is P. E. Moock, 
president, and next to him his son, H. M. 
Moock, who is secretary, and has_ suc- 
ceeded S. E. Ringgold as sales manager. 
The Moock Electric Supply Co. is up to 
the minute in every respect, but probably 
its most outstanding feature is the fixture 
department, of which A. A. Grogan is in 
charge 














more glorious than Yesterday and 
surer than Tomorrow. Brooding over 
the past or depending on the future 
doesn’t do any good. Today is here, 
and it is the only gate that your ticket 
should call for.” . 
I didn't 


know you run to those things,” com- 


“Some soliloquizer, Bill. 


mented one of his*listeners. 

“Oh, I don’t know. Life’ isn’t all 
porcelain knobs and tubes, and safety 
switches, and things, and I get to 
thinking sometimes where I’m going 
to land up. 
you?” 


I guess you do, too, doen't 


* * * 


What Competition Did 
“—" pretty hard to make two 

stores grow where but one grew 
before, but over in Jonesville they've 
got two of the best ones on my route,’ 
chimed in the quiet-looking jobber’s 
salesman. 

“A fellow named Smith had a nice 
store to begin with, the only one in the 
town. After he had got well started 
he explained that he intended to en- 
large the place the following spring. 
Then the boom came along and Smith 
couldn’t find the time. 

“Then slack times came along, and 
Smith wouldn’t expand because he 
figured that he didn’t have the money. 
For a while things ran along slowly 
Then Smith quit ordering. When a 
customer came in after something that 
Smith didn’t have, he explained that 
he expected to order it next week. But 
when next week came, Smith put it 
off. Smith kept this up for awhile un- 
til finally he had so little business that 
laid off Black, his right-hand 
man. 

“It wasn’t long before another little 
store started up in the same block, 
and Black’s name appeared over the 
Then by sheer energy and ac- 


he 


door. 
commodation, Black pushed himself 
ahead and finally bought Smith out. 
A number of months later Smith went 
aver to Black and asked him for a 
job, but was refused. 

““No, said Black, ‘you couldn't 
make your own business go, and you 
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BEAVER 
GRIPALL 
CORD 
SET 


CAT. K-1 


LIST PRICE 
$1.80 


BEAVER 
SWITCH 
PLUG 
CORD 
SET 


CAT. K-2 


LIST PRICE 
$2.75 


BEAVER 


CAT. K-3 


LIST PRICE 
$2.40 











Another 


BEAVER QUICK SELLER 


The Only Complete Line of Cord Sets 











Factory: 
Newark, N. J. 






The Switch h Without a Hitch _New York City 


Ever since we introduced the Beaver 
Switch Plug last spring there has 
been an increasing demand that we, 
the creators of the first universal 
Switch Plug, furnish it to the trade 
already attached to a heater cord. 


Moreover we concluded that the trade 
would welcome a line of good heater 
cord sets properly assembled and 
packed and backed up by the name 
BEAVER. By “properly assembled” 
we mean that the insulation where it 
is stripped away must be properly 
protected against fraying out. Most 
dealers are not equipped to take care 
of this important detail. 


And our prices are such that it will 
hardly_pay the dealer to make up his 
own cords any more. 

The wide-awake jobbers, salesmen 
showing their trade that every custo- 
mer requiring a new heater plug is a 


prospective. purchaser for a neatly 
packed and labeled cord set. 


[Sell’Em Something More) 


BEAVER MACHINE & TOOL 
COMPANY, INC. 












Sales Office: 
50 Church St. 
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Every Saturday morning the salesmen of the Illinois Electric Co., Los Angeles, get . 
their heads together for a little confab on how to produce more business. 


Here they 


are after having finished a heated discussion on a Westinghouse appliance mereaan- 


dising campaign. 





wouldn't be able to make mine go. 
There isn’t a thing I can do for you, 
Mr. Smith.’ 

“Then Smith saw red. He got so 
mad that he only hit the high spots. 
He then took what money he had, dis- 
posed of some securities, and set up 
again in business. He enlarged his 
store, put in a complete line, and went 
out after business and got it.. He 
made Black step, but Black showed a 
.clean pair of heels. 

“Competition grew keener. They 
both began reaching out after busi- 
As a 


consequence the rivalry between them 


ness, and each got his share. 
increased. Bigger stocks were put in, 
larger display windows were installed. 
and all that was up-to-date in business 
management was introduced by botb 
Smith and Black. 

“And now,’ said _ the 
“they have twe of the finest electrical 
stores in any town of 10,000 popula- 
tion in the country. And the funny 
thing about it is that each man owes 
his success largely to his competitor 
across the street.” 

* * * 


salesman. 


First Impressions 
OW do you like Youngstown,’ 
asked the sales manager just 
as we were pulling into Cleveland. 
“I’ve heard it said that when the Lord 
put on the crust of this old globe he 
found that it didn’t quite cover the pie 
and had to scrape around on the mix- 
ing board for left-overs to patch up a 
bad hole. This, Man called ‘Youngs- 

town’.” 
“That’s hardly a charitable opinion 
of one of our iron and steel centers, is 


66 


it?” objected the jobber’s salesman 
who had been making Youngstown for 
a long time. 

“No, it isn’t,” he replied, “but I’m 
not to blame. The first day I struck 
Youngstown a damp fog blanketed the 
city. It was about as easy to get a 
good lung full of air as it would be to 
take breathing exercises in a jay town 
pool room. The whole city was as 
cold and nasty as a Lake Erie bathing 
beach in January. 


“No doubt that day every city from 
Boston to Dennison, Texas, looked and 
felt the same way. Furthermore, I’ve 
been back to Youngstown a dozen 
times when it wasn’t half bad, but 
when I think of Youngstown—I vis- 
ualize that cold, damp, foggy Novem- 
ber day. It was a bad first impression, 
and I really think I'll never get over 
it entirely. 

“You know,” he went on, “first im- 
pressions largely depend on the at- 
mosphere, so to speak. It’s like every- 
thing else. The setting or atmosphere 
has much to do with effects, even with 
salesmen. 

“The first time any electrical dealer 
meets you he is going to instinctively 
feel thal he prefers you around, or 
that he wants to get rid of you. If you 
carry an atmosphere like Youngstown 
the first day, it’s some job to recover. 
Every time he hears your name or 
thinks of you he feels that atmosphere. 
When you go into a customer’s store 
you take an atmosphere with you. It 
crops out in your actions. It colors 
the tone of your voice. It puts the 
proper glint in your eye. 

“Salesmen carry some kind of at- 


mosphere. Often without looking up 
you can feel them enter the room. 
Their presence alone without even a 
spoken word ‘peps’ you up or de- 
presses you. One can sense a per- 
sonality. 

“Good atmosphere is hard to de- 
velop. It’s like the fragrance of the 
vose or the lustre of a pearl, and lies 
beneath the veneer of surface formal- 
ity. It is founded on character, a 
healthy. frame of mind, a sincere en- 
thusiasm for your line. When you've 
developed these then you will have 
personality and can create atmosphere 
of-the right kind.” 

* * * 


Quick Turnover 


SEE USINESS is a pleasure, but 


some folks take their pleas- 
ures sadly,” said the district manager. 
“There’s no real reason why you 
shouldn’t let in a little ray of sunshine 
into your business, unless you happen 
to have a warehouse full of slow-mov- 
ing merchandise that sunshine might 
damage.” 

“It reminds me of a directors’ meet- 
ing at a conservative old bank where 
most of the directors were in the 
habit of moping and grouching for a 
little while every noon to earn their 
$2 fees. One day, however, a director 
told a funny story and all except one 
of them roared so loud that the se- 
rious-minded one was afraid the pass- 
ersby outside would be shocked at the 
noise of the laughter. He suggested 
it would be better to shut the windows. 
But the old president, who was wheez- 
ing himself, replied, ‘No, let’s leave 
the windows open, because if they do 
hear us laughing they'll know we ain't 
broke, anyway.’ 

“The only merchants who have a 
right to be sad nowadays are those 
who are not doing business on the 
principle of ‘Quick turnovers and 
plenty of ‘em with an eye to profit 
every time.’ 

“The acrobats: that used to jump 
over the elephants in the old-time cir- 
cus used to depend on quick turnovers 
to land on their feet. Business is not 
as risky as the acrobat’s, but success 
depends on the turnovers just the 
same. 

“It isn’t everybody who can sell out 
to his wife’s folks at the psychological 
moment. A surer and safer way to get 
rich is to sell advertised products all 
the time to everybody.” 








February, 1922 


THE JOBBER’S ff) SALESMAN 


35 








— Ffoliday 


Dishwasher 


Fills, Cleans and Empties Itself Mechanically 
Without the Need of Plumbing or the Use of Buckets 


These are exclusive Holiday features: 


“No plumbing’”’ means a portable dishwash- 
er, and it cuts out the plumbing expense that 
has to be added to the cost of other ma- 
chines. 


Self-filling and self-emptying does away with 
all carrying of pails of water and slopping 
onto the floor. The water enters the Holi- 
day directly from the hot water faucet; it is 
pumped out directly into the sink, and be- 
fore it is pumped out all food particles are 
automatically strained out of the water. 


Hood Sales Corporation 


52 Broadway, New York 





Five Things a 


You Can Sell the Holiday 


Electric Dishwasher, because it approaches 
a woman's job from a woman's point of 
view. The Holiday has more exclusive talk- 
ing points than any other dishwasher. It 
will make a friend for you wherever it goes, 
because its simplicity of design, ease of op- 
eration and excellence of construction prac- 
tically cut out “‘service calls.” 


The Holiday Electric Dishwasher is made of 
the highest grade of materials, the workman- 
ship is careful and thorough, the price is right 
and d'scounts are liberal. 


Price $110.00 





Five Things a 





Successful Dishwasher 


MUST DO 
1. It MUST fill, clean 


and empty itself mechani- 
caily, without the need of 
plumbing or the use of 
buckets. 


2. It MUST thoroughly 
and quickly wash and 
rinse all kinds of dishes 
and table ware. 


3. It MUST thoroughly 
wash the average pots and 
pans, and prepare the 
most difficult pieces for 
easy hand finishing. 

4. It MUST be portable, 
easy to handle and simple 
to operate. 

5. It MUST be reason- 


able in price. 








Successful Dishwasher 


MUST NOT DO 
I. It MUST NOT 


‘throw food particles 


back onto the dishes. 
2. It MUST NOT 
break or chip the most 
delicate china or glass- 
ware. 

3. It MUST NOT 
permit oil or water to 
drip onto the floor. 

4. It MUST NOT be 
in the way—‘‘clutter 
up the kitchen’ —when 
not in use. 

5. It MUST NOT re- 
quire frequent atten- 
tion or repairs. 














The Electric Dishwasher You CAN Sell 
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Electrical engineers who have fig- 
ured the power that will be produced 
when the Wilson dam is completed say 

that at 4 mils per 
The Muscle kw-hr. for primary 
Shoals Project power—or energy 
that 


plied 12 months in the year—and 1.2 


can be sup- 
mils for secondary power, or the ex- 
cess that can be supplied during most 
of the year, the power earnings of the 
dam would amount to $4,554,000 an- 
nually. This would allow 6 per cent 
interest and 4 per cent for deprecia- 
tion—a total of 10 per cent—on a cost 
of $45,540,000. 

Already $17,000,000 has been spent 
on the project. Government engineers 
now say it will take from $40,000,000 
to $46,000,000 additional to complete 
the job. And they say the work would 
require at least three more years. 
Henry Ford says he can complete it 
in half the half the 
money. 


On specific proposals covering dam 


time and for 


construction expected to be submitted 
by Ford, following his latest trip to 
the Shoals, may depend the outcome 
of his negotiations with the govern- 
ment. 

The Wilson dam is the largest dam 
structure either for power or naviga- 
tion in the world. When completed 
it will be 97 ft. high and 4426 ft. long. 
At the southern end, extending along 
the dam itself for 1200 ft., will be the 
powerhouse. 

Of the 1,260,000 cu. yd. of concrete 
required for the dam, 265,000 cu. vd. 
are now in place. The 
equipment for carrying the work to 
completion is on the ground. 

* * # 


necessary 


The operating costs of a large 
group of hardware stores in different 
parts of the United States were re- 
cently secured by 
the Harvard Uni- 
versity bureau of 
business research. 
The figures will afford to electrical 
dealers as well as jobbers’ salesmen 
some interesting comparisons on the 


Overhead 


Expenses 
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ertinent Sales Facts and 


Figures 











A feature of this depart- 
ment is a sales data page, 
giving a summary of infor- 
mation about some par- 
ticular staple line of elec- 
trical material. handled by 
jobbers’ salesmen. 

Turn to page 38, where 
the second of these sales 
data sheets will be found. 











overhead costs of conducting a retail 
store. 

A summary of the average figures 
for the total overhead expense shows 
it to be approximately 21 per cent of 
the net sales in the majority of stores. 
The lowest reported was 11.42 per 
cent, and the highest 36.3 per cent. 
The total selling expense in cost cases 
was 7 per cent, and the total buying 
and management expense was 4.4 per 
cent. 

The figures which follow are ‘given 
in per cent and are based on net sales 
equaling 100 per cent: 

Lowest, Highest Average 


257% 15.8 6.2 
0.7 


Wages of sales force 


Other selling expenses...... 0.03 4.12 
Total selling expense........ 802 15.8 7.0 
Delivery expense..........- 8.22 0.7 
Buying, management and 

office shalaties =..........:... 0.66 9.64 4.0 
Office supplies, postage 

and other expenses........ 0.08 1.87 03 
Total buying and man- 

agement expense .......... 115 106 4.4 
ent coset 0.38 6.09 1.7 
Heat, light and power...... 0.06 135 04 
Taxes (except on build- 

ings, income and 

PYORUS )) 204--scs5.--<. Sere 0.04 114 0.5 
Insurance (except on 

Duleings) co >.......... 0.08 1.02 0.4 
Repairs of store equip- 

I csr cee 0.01 lll 1.0 
Depreciation of store 

ee | a ee 0.01 Bid. 1 
Total-interest —:..-....<.5:..:. 0.95 8.95 338 
Total fixed charges and 

upkeep expense.......... 3.07 12.68 7.0 
Miscellaneous expense...... 0.01 8.86 0.9 
Losses from bad debts... ...... 68 05 
TOTAL CXPONKE <...<....-:3:000: 1142 3868 21.0 


This compares with an overhead 
of 27.6 per cent for drug stores and 
14.6 per cent for grocery stores, ac- 


cording to figures previously secured 
> 


by the Harvard bureau. 





mm Fl 


Statistics indicate that more than 
six million electric flatirons are in use 
in this country, according to a state- 

ment by the So- 
Statistics on ciety for Electri- 
House Wiring cal Development. 

They consume an 
average of 65 kw-hr. per year, and at 
10 cents a kw-hr. this represents $6.50 
for each iron or a total revenue of 
$39,000,000 for the central-station 
companies. 

There are nearly two million va- 
cuum cleaners, using an average of 25 
kw-hr. yearly, and give a revenue of 
$4,750,000. Washing machines add 
$3,500,000 to the total. 

The 125,000 electric ranges now in 
$6,000,000 
more, figuring the average cost of 


service represent about 
energy at 3.4 cents, as against 10 cents 
for the smaller devices used in lighting 
circuits. 

These four devices—flatirons, clean- 
ers, washers and ranges—have added 
$53,250,000 to the yearly income of 
the central-station companies. 
Government charts show clearly 
that the industrial use of electricity 
has fallen off in recent months, due to 
decreased operations, but they also 
indicate that domestic uses of elec- 
tricity have so far increased as to off- 
set this drop in many instances. 

* * 

Utah farmers enjoy the comforts 
of electrical conveniences to a greater 
extent than do the farmers of any 
other state in the 
Union, according 
to a report of the 
United States De- 
partment of Agriculture. Utah heads 
a list showing the percentage of 
farms in the various states which use 
gas and electricity. 

The table shows that 11,125 Utah 
farms, or 34.4 per cent, use either 
gas or electricity. Massachusetts is 
second on the list with a total of 
28.3 per cent. While 30,519 farms in 
California are benefited this is only 
25.9 per cent of the total number of 
farms, and the state ranks third. 


Electricity on 
Western Farms 
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1. Out of the 
panel without 
a shock. 


2. Apart with 
a slight twist. 





3. Out 
the blown 


with 


cartridge. 













4. Refilled at 
the cost of a 
postage 
stamp. 


5. Together 
with the rat- 
ing sure to 
show. 








6. Back at 
work in 20 


seconds. 





San Francisco 


a 
THE ACHIEVEMENT OF SIMPLICITY 


IN RENEWABLE FUSE CONSTRUCTION 


O longer does “renewable fuse’” mean a multiplicity of small 
and easily lost parts—a kit of tools, taxed patience, and an 
electric shock or two as a part of every refilling operation. 


COTE BROTHERS’ 


IMPLICITY REFILLABLE FUSE 


APPROVED IN ALL CAPACITIES 
, t-* > b 
by the 


NATIONAL BOARD OF FIRE UNDERWRITERS 


provides genuine protection for homes, schools, hospitals, offices, factories 
and other buildings in which safety, economy, and ease of operation are 


essential. 

Simplicity 
The SIMPLICITY fuse consists of only 
two parts and the tiny refill—no little 


parts to juggle and lose—not a tool 
needed when refilling. 


Safety 


The heavy pressed-insulation parts insure 
permanence and_ safety—SIMPLICITY 
fuses can be refilled even with wet hands 
without danger of electrical shock, 


Have you seen the fuse? 


Salesmen are finding this fuse as easy to sell as to oper- ; 
ate. To those who have not had an opportunity to in-  & g 33 
spect and pass upon S!MPLICITY construction and sales ,” <© + ~~ 
qualities we will*gladly send a sample and descriptive .* ¢ eg 


booklet immediately. 
Mail the coupon today! 


COTE BROS. MFG. CORPORATION 


1425 First National Bank Building 
CHICAGO 


Philadelphia Boston 
Cleveland 


New York 
Denver 





Tampa 


Protection 
The tiny refill has its rating stamped on 
both ends, one of which shows through « 
the aperture in the cap. You know ,” 


the rating of SIMPLICITY protect- ,” 


ed circuits, a 
Economy P 
a 
SIMPLICITY refills rank P 4 
in cost with a postage Cd S 
. * \ 
stam p — protection Cd p > 
7 sz ° + 
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The information given on this 
page relates to no single manu- 
facturer’s products, and no pref- 
erence is intended, the purpose 
being to furnish general. sales 
data of use to jobbers’ salesmen. 





What are the uses of distribution 
type transformers ? oi. 

Next to bell-ringing transformers, 
the distribution type has the greatest 
sale for they are extensively used by 
central-station companies to trans- 
form the voltage of alternating-cur- 
rent distribution circuits, which is 
usually 2800, to the voltage of the 
service actually supplied to customers, 
which usually is 115, or 115/230 on 
three-wire circuits. 

* * * 

What is the technical definition, 
as adopted by the Electric Power 
Club? 

Distribution transformers shall in- 
clude primarily those transformers, 
in sizes 200 kv-a. and below, which 
are used to step down from a distribu- 
tion voltage to a standard service volt- 
age, and shall also include transform- 
ers in sizes 200 kv-a. and below used 
to step down from a_ transmission 
voltage to a distribution voltage. 


* * * 


On what does the output rating 
depend ? 

In building these transformers the 
insulation must be such as to safely 
withstand — the voltage to 
which the primary and secondary coils 
are likely to be subjected, and the 
conductors used on the primary and 
secondary must be capable of carry- 
ing the maximum currents of these 
coils continuously without excessive 


highest 


heating. 

The rated output is dependent on 
the product of the voltage and cur- 
rent, regardless of the power-factor, 
or on the apparent power instead of 
the true or actual power, which takes 
account of power-factor. The rated 
power is consequently given in kilo- 
volt-amperes (kv-a. or K. V. A.) in- 
stead of kilowatts (kw. or K. W.). 


* * * 


What is the difference between 
the single-phase and three-phase 
types? 

Single-phase transformers have one 
set of primary and secondary coils 
mounted on one core; when used on 
three-phase distribution systems there 
is one single-phase transformer for 


each phase, a bank or set consisting 





| PERTINENT SALES FACTS AND FIGURES 


Data Sheet on 


Distribution Transformers 


of three such transformers. The 
three-phase transformer has three sep- 
arate sets of primary and secondary 
mounted on _ corresponding 
branches of a common or intercon- 
nected core, and is used on three-phase 
circuits only. For equal rating a 
three-phase transformer is less costly 
than a set of three single-phase units 
and also has lower operating losses. 
However, if one of its six coils is 
burned out by lightning or otherwise 
damaged the entire transformer is put 
out of Most distributing 
transformers being of the pole type 
and exposed to lightning, American 
practice favors the single-phase trans- 
former; a spare one can be kept on 
hand to replace a damaged unit; in 


iy 


coils 


service. 






































° WL 


Typical Form of Pole Type Distribution 
Transformer. 


some cases it is mounted alongside the 
three operating units. Where there 
is no danger of lightning or other vio- 
lent abnormal condition, a three-phase 
transformer is often advantageous. 

* * * 


What is the difference between 
pole, subway and station types? 

Distribution transformers for use 
on overhead circuits are called pole 
type, and are provided with hanger 
irons for mounting from crossarms, In 
sizes of over 50 kv-a. the weight is 
too great.for such suspension, and it 
is customary to build a transformer 
platform on a group of short poles or 
on a structural steel framework. All 
pole type transformers are oil-filled 
and provided with cast-iron or sheet- 
steel weatherproof cases. 

For underground distribution cir- 
cuits transformers are usually placed 


In this department an effort | 
is made to give to jobbers’ sales- 
men a summary of general in- | 
formation about different staple 
lines of electrical material. Tear | 


out this sheet and save it. 





in manholes or in special vaults close 
to the premises of the customer served. 
These subway transformers do not 
differ from the pole type in general 
design, but are made with special wa- 
ter-tight cases and outlet bushings. 
Distribution transformers installed 
in substations are less common than 
the pole and subway types. They are 
either oil-immersed, self-cooled type, 
oil-immersed water-cooled type, air- 
blast type, or dry type. None of these 
types is weatherproof. The first cor- 
responds closely to the pole type; the 
second has a continuous tubular cool- 
ing coil through which cold water is 
circulated, this construction being em- 
ployed chiefly in larger sizes; the 
third type employs an air ventilating 
system for cooling and is used in rail- 
way substations; the dry type uses no 
special cooling medium and is confined 
to small sizes, being only rarely em- 
ployed for distribution service. 


* * * 


What are the advantages of 
standard ratings of transformers 
and what are the standard sizes? 

Quicker deliveries and lower prices 
can be offered for transformers of 
standard output and voltage ratings. 
Practically all manufacturers have ta- 
bles of standard sizes and voltages, 
to which they give preference.- The 
standard sizes are 1.5, 2.5, 8, 5, 7.5, 10, 
15, 25, 37.5, 50, 75, 100, 150 and 200 
kv-a. For the lowest and also the 
highest groups of voltages the full 
range of sizes is not available, nor is 
it in the three-phase type. 


* * * 


What are the standard voltages? 

They are built for primary systems 
of 440, 550, 2,800, 4,600, 6,600, 
11,000, 13,200, 22,000 and 33,000 
volts; for each of these nominal cir- 
cuit voltages one or two standard pri- 
mary voltages exceeding these values 
by nearly 5 or 10 per cent are avail- 
able, and for 6,600 volts and above one 
to three standard voltage taps can be 
had to secure lower primary voltages. 
The standard secondary voltages, in 
the approximate order of their use, 
are: 115/280, 110/220, 120/240, 
230/460, 220/440, 240/480; 575, 550 
and 600. 
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Salesmen!— 


Get Behind Star Electric 
Fans This Spring! 





Last Spring we were caught 
short. Everybody wanted Star 
Fans. An avalanche of orders 
came in. A lot of Retailers 
were disappointed. 





This year we’re ready! With a crackerjack Fan. 
That’s even better than last year’s! We are speeding 
up our production to the point where everyone can get 
Star Fans. So go to it! 


But don’t—in your enthusiasm about Star Fans—for- 
get the other Star Products.——Fitzgerald Mfg. Co., 
Torrington, Conn. 


| Push 
STAR Electrical Necessities 


The famous Star Electric Mas- Star Violet Ray Outfits. Three 
sage Vibrator—Retails $5.00 fast-selling models........ : 


ucueel $12.50, $25.00 and $50.00 
The Motor-Driven Star Electric 


ta P a Star Electric Toaster. Revers- 
Massage Vibrator—Retails..$12.50 ee Seer: Seen 


ible type. All nickel finish— 


The Star Electric Hair Dryer—A Retails aty.......................-....-$9.00 
wonderful seller! Going big ev- Star Electric Heaters. Two re- 
erywhere—Retails _..............$12.50 markable items..$5.00 and $9.00 
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Milwaukee Fixture Market a 
Big Success 


The third anual convention and fix- 
ture market, held in Milwaukee, Jan. 
30 to Feb. 4, by the Associated Light- 
ing Industries—the National Council 
of Lighting Fixture Manufacturers. 
the Lighting Fixture Dealers’ Society: 


of America, and the Illuminating 
Glassware Guild—showed conclusively 
the progress that is being made 


in the lighting fixture industry. Every 
inch of exhibit space was taken, and 
the committee on arrangements put on 
a show that was of unusual interest to 
the public as well as the trade. The 
local committee, consisting of* jobbers, 
manufacturers, dealers and central- 
station men, under the chairmanship 
of A. Polacbeck, presented many fea- 
tures to the large number of visitors 
to the market. 

Among the speakers were: Fred R. 
Farmer, president of the National 
Council of Lighting Fixture Manufac- 
turers; William A. Durgin, Depart- 
ment of Commerce; John I. Beggs. 
president of the Milwaukee Electric 
Railway & Light Co.; M. Luckiesh, 
National Lamp Works; H. I. Sackett. 
treasurer of the Lighting Fixture 
Dealers’ Society; F. P. Vose, Elec- 
trical Credit Association; R. A. Lund- 
quist, Department of Commerce ; Her- 
man Andrae, of Julius Andrae & Sons 
Co.; C. H. Hofrichter, secretary of 
the National Council of Lighting Fix- 
ture Manufacturers, and William B. 
Baker, secretary-treasurer of the Na- 
tional Chair Manufacturers’ Asso- 
ciation. 

x * # 


Wisconsin Utility Associations 
to Meet 


The annual joint meeting of the 
Wisconsin Electrical Association, the 
Wisconsin Gas Association and the 
electric railway group of the Wiscon- 
sin Electrical Association will be held 
at the Hotel Pfister, Milwaukee, 
March 22-24. On Wednesday after- 
non, March 22, there will be a discus- 
sion of transmission lines led by G. 


A. Mills, Eau Claire, and W. G. 











Brooks, Chicago. Thursday morning 
there will be the president’s address 
and committee reports, followed in the 
afternoon by addresses by state com- 
Friday morning will be 
given over to discussion of auditing, 
safety and sales, and the afternoon 
session will be occupied with questions 
on rural-line extensions. 


missioners. 


* * * 


Rocky Mountain League Elects 
Officers 


At the annual meeting of the ad- 
visory committee of the Rocky Moun- 
tain Electrical Co-operative League, 
the following officers of the committee 
were elected for the 
coming year: Chairman, P. M. Parry, 
commercial manager of the Utah 
Power & Light Co.; vice-chairman, J. 
A. Kahn, president of the Capital 
Electric Co.; secretary and treasurer 
(re-elected), R. M. Bleak, superin- 
tendent of lighting and appliance 
sales of the Utah Power & Light Co. 


unanimously 








When the Brooklyn Electric Contractor- 
Dealers’ Association decided recently to 
put on a drive for more members some- 
body -with experience was needed to con- 
duct the campaign. Henry F. Walcott, 
sales manager of the Brooklyn Electrical 
Supply Company, was the man selected. 
So they just up and borrowed him. He’s 


doing a mighty good job, too, according to 
all reports. 





New York Electrical League 
Elects Officers 


At the annual meeting of the New 
York Electrical League, held at the 
Hotel Astor, Jan. 11, Milan R. Bump, 
president of the National Electric 
Light Association, the chief 
speaker. He outlined conditions af- 
fecting the business of central-station 
companies and mentioned the cam- 
paign for better business instituted by 
the N. E. L. A. 

The following officers were elected 
for the ensuing year: President, Wal- 
ter Neumiller; first vice-president, 
Fred H. Leggett; second vice-presi- 
dent, W. T. Dippel; treasurer, L. L. 
Straus, and secretary, Albert Goldman. 

* * # 


Denver Electrical Home 


Drawings for the appliances to be 
displayed in Denver's first electrical 
home, which will be opened this month, 
were made at a recent meeting of the 
Electrical Co-operative League of 
Denver. Much interest is being evi- 
denced in regard to the home as well 
as in the co-operative advertising cam- 
paign that is to be made. The league 
sent out questionnaires to all its mem- 
bers, and from the replies the commit- 
tee, consisting of J. J. Cooper, Alex. 
Hibbard, R. W. Elliott and N. R. 
Cyooks, made a selection of 50 differ- 
ent appliances which will be placed in 
the home. 


was 


® * * 


Electrical Interests Meet 
New Orleans 
Meetings were held Jan. 17 to 20 
at New Orleans under the auspices of 
the local electrical league of different 
electrical interests of the South and 
Southwest to discuss sales work with 
the bureau and committee members of 
the Commercial Section of the Nation- 
al Electric Light Association. Ar- 
rangements for the series of joint 
meetings were made by a committee 
representing the New Orleans Rail- 
way & Light Co. and the jobbers and 
contractor-dealers of New Orleans. 
The sessions on Jan. 19 were at- 
tended by representatives from al] 


in 
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Not Over $5 


When the average dealer asks the average woman how much she 
wants to pay for an Electric Iron, thé reply is usually: Not over 


$5.00!” 


The DOMANCO Electric Iron meets all requirements and sells at 
that popular price. 


The DOMANCO has every improvement from the famous VEA Heating 
Element to the extra heavy and long wearing flexible cord to attach it. It has 
the smoothest of edges, all carefully rounded—a mirror-smooth ironing sur- 
face—the most rigid of contact posts and ‘inside’ connections, and guaranteed 
to stand up—do the work and last for years; because the materials and work- 
manship are the very best. It has been a steady seller for 12 years. 


Our reputation is back of every iron and we stand back of every dealer. Stock 
the DOMANCO—display it—advertise it, and let people know you have the 
iron they want at the price they want to pay. 


SOLD BY JOBBERS. EVERYWHERE. 


The Dover Manufacturing Co., Dover, Ohio 





EVERYTHING IN IRONS 








ar PRL A A EROS, TGS AE 














, . om tan > 
rHE sopper’s fA] saLesMAN 





Several hundred electrical rhen of the Metropolitan District 
of New York gathered around the festive: board at the Hotel 
Bossert, Brooklyn, N. Y. on the evening of January 23, to 
express their appreciation to Louis Kalisher for his untiring 


speeches. 





work in organizing the Electrical Contractors’ Association of 
Brooklyn and Queens. 
and others paid tribute to the guest of honor in appropriate 


W. L. Goodwin, Chas. Edlitz, T. I. Jones 





branches of the industry, and the chief 
feature was the presentation of a mov- 
ing picture on dealer merchandising, 
displayed for the first time by Percival 
Stern, of the Interstate 
Electric Co., New Orleans. <A meet- 


president 


ing of Southern jobbers was also held, 
as well as a joint meeting of Missis- 
sippi and Louisiana contractor-dealers. 
The most important topics consid- 
ered by the Commercial Section in- 
cluded standardization of wiring de- 
vices, adoption of suitable plugs with 
a 45-ampere rating for electric ranges, 
and plans of the merchandise, lighting 
and power sales bureaus. 
* * 


Westinghouse Official Goes to 
South America 

Carl G. Schluederberg, assistant to 
the manager of the supply depart- 
ment, Westinghouse Electric & Manu- 
facturing Co., left New York City re- 
cently on an extended trip to South 
America. He will spend three months 
in studying business conditions in 
Latin America in the interest of the 
Westinghouse company and will visit 
Chile, Peru, Uruguay, Paraguay and 
Brazil. Mr. Schluederberg entered 
Westinghouse employ in 1902 after 
his graduation from Cornell. In 1910 
he was commercial engineer in the 
supply department and since 1915 has 
been assistant to the manager, in 
charge of various phases of the de- 


partment’s work, including central sta- 
tions, railways, syndicates, l’censee s 
educational work, etc. 
%* *  *& 

Industrial Electric Equipment 

Operation and maintenance of in- 
dustrial electrical installations will be 
the subject of the meeting of the 
Pittsburgh Section of the American 
Institute of Electrical Engineers .on 
March 15. This meeting will be of 
interest to electrical engineers of in- 
dustrial establishments, as well as 
salesmen of industrial equipment. A. 
C. Cummins, electrical superintendent 
of the Carnegie Steel Co., and E. R. 
Roberts, mechanical superintendent of 
Kaufman’s department store of Pitts- 
burgh, will be among the several 
speakers, 

* * 


Northern White Cedar Pole 
Men Hold Convention 


The twenty-sixth annual meeting 
of the Northern White Cedar Associa- 
tion was held in Minneapolis, Minn., 
Jan. 31 to Feb. 1, and brought to- 
gether the representatives of the prom- 
inent producers of northern white ce- 
dar poles and ties. The following offi- 
cers were, elected for 1922: President. 
W. B. Thomas, Manistique, Mich.; 
vice-president, Milton H. Schussler, 
Minneapolis; secretary, N. E. Bouch- 
er, and treasurer, H. F. Partridge, 
Minneapolis. 


Electric Smelter at Denver 

According to a statement by Charles 
E. Havener, president of the Utah- 
Colorado Mining & Milling Co., plans 
are being made by his.company for 
the installation of a $10,000,000 elec- 
tric smelting plant to be constructed 
in Denver during the coming year. 
Electrolytic steel will be one of the 
chief products of the mill. The plant 
when completed will consist of 42 sep- 
arate buildings, and employ 600 men. 

* * * 
Western Electric Sales 

Sales of the Western Electric Co. 
for 1921 were approximately $185,- 
000,000, a greater amount than in any 
previous year excepting 1920, when 
they totalled $206,000,000, according 
to a statement by Charles G. Dubois. 
president. The statement, discussing 
the outlook for 1922, estimated that 
the volume of business will be sub- 


stantially the same as in 1921. 
* * * 


N. E. L. A. at Atlantic City 

Announcement has been made by 
the officers of the National Electric 
Light Association that the next con- 
vention will be held at Atlantic City, 
N. J., May 15-20. An exhibit of edu- 
cational character will be held on the 
Million Dollar Pier and arrangements 
are being made for one of the most 
comprehensive programs ever given 
by the Association. 
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BASIC ELEMENT with Ben-Ox 
ae ae ile Interchangeable Wiring Devices 


For Industrial and Commercial 
Lighting 
HAT flexibility which, translated, means easy in- 
stallation, easy removal or interchange of lighting 
units, is provided for in the Ben-Ox Interchangeable 
Devices. 

These devices provide for a permanently wired outlet 
so that reflectors or lighting units of any type may be at- 
tached to any outlet readily by anyone, and any number of 
modifications may be made in the original type of lighting 
unit used without any disturbance to the wiring. 

The advantages of this system are several:— 

First, wiring may be completed by basic Ben-Ox devices 
being installed, inspection made and light turned on before the 
exact purpose of rooms or floors has been determined. After- 
ward any type of lighting unit can be readily connected without 
in any way disturbing the original wiring arrangement. 

Also, without disturbing the wiring, the Ben-Ox system 
permits easy detachment of reflector or an entire lighting unit 
for cleaning, which means that the lighting equipment may be 
easily maintained at high efficiency. 

Where a space is used periodically for special operations 
differing widely in character, the Ben-Ox favors the necessary 
changes in lighting unit style. 

During redecorating, unless lighting units are very carefully 
covered, damage results from splashing of decorator’s materials. 
A Ben-Ox equipped lighting unit is simply unscrewed from 
the outlet box and laid away temporarily, to be replaced in a 
moment’s time. 

Write to nearest office and ask for Ben-Ox Bulletin 


No. 19. 
BENJAMIN ELECTRIC MFG. Co. 
847 W. Jackson Boulevard, Chicago 


247 West 17th St.. New York 580 Howard St., San Francisco 
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Notes About Jobbers 


Harvey Goes With Luxam 


J. G. Harvey, who has been con- 


nected with the Chicago district office * 
- on “Lighting, from the X-Ray Stand- 


of the Westinghouse Lamp Co., f~ 
eight years, the last two of which he 
was in charge of the field force, has 
resigned to become general manager 
of the Luxam Electrical Supply Co., 
Fort Wayne, Ind. 

Mr. Harvey started his electrical 
career with the Federal Electric Co. 
and was instrumental in installing the 
first lighting system 
south of the Mason and Dixon line (in 
Louisville, Ky.). At one time he had 
charge of the “Flying Squadron” of 


“white way” 


the same company, opening offices all 
over the United States. 
* * 


Lamp Agents at H. C. Roberts 
Company Meeting 

Nearly a hundred Westinghouse 
lamp agents attend a meeting held by 
the H. C. Roberts Electric Supply 
Co., Philadelphia, in that city Jan. 27, 
at which H. M. Gansman, general 
manager of the company, presided. S. 


G. Hibben, illuminating engineer, 
Westinghouse Lamp Co., gave a dem- 
onstration of commercial lighting 


equipment; T. B. Dinkmeier, district 
manager, the Brascolite Co., spoke on 


“The Brascolite Method of Illumina- 
tion;” J. R..Henry, resident engineer, 
National X-Ray Reflector Co., spoke 


point;” A. A.-Graee, advertising man- 
ager, Westinghouse Lamp Co., told of 
methods of dealer advertising, and T. 
F. Chantler, eastern ed:tor, Tie Jos- 
BER’s SALESMAN, gave a talk on the 
“Sell ‘Em Something More’ cam- 
paign for retail sales recently inaugu- 
rated by Tue Jopper’s SALESMAN. 


* * * 


Business in Pittsburgh District 


to Improve 
“In the Pittsburgh territory,’ re- 
cently stated George W. Provost, 


president of the Union Electric Co., 
of that city, to a representative of 
THe Jopper’s SALesMAN, “the feeling 
in the electrical fraternity is that our 
business will be fully equal to that of 
1921, which was approximately 60 per 
cent of that of 1920. We do not ex- 
pect business for the first six months 
to equal that for the same period last 
vear, owing to the fact that our busi- 
ness is chiefly among the steel and coal 
interests. The prices of both steel and 
coal have not yet reached bottom. The 
wage agreement with the coal miners 
terminates March 31, and none of the 








“Best we've ever held,” was the unanimous opinjon ef the representatives of the 
Céntral Tesephone & Electric Co., St. Louis, after their three-day sales conference 
in January, at which a score of prominent manufacturers’ representatives also were in 


attendance. 


In spite of the fact that sessions were held from 8:30 to 5:30 daily, and 


in some cases in the evening, so interesting were the talks, some of which were illus- 
trated by slides, that the close attention manifested was held from start to finish 


“Central” is all set for a big year. 
Leake, Don B. Cameron, C 
meyer, C. W. St. Denis, G. A. 


A. Meier, H. 
Phillips, C 


Left to right, rear: S. A. Berger, George C. 
A. Heinberger, J. C. Glacken, G. H. Thie- 


A. Phillips, A. H. Thompson, R. E. 


Hickman, L. F. Laufketter, O. I. Alverson, V. Lonergan, M. C. Rypinski, L. E. Philo, 


M. W. Toomey. 


Front row: H. O. Kern, J. J. Dorney, F. D. Phillips, H. T. Gear- 
hart, J. F. Hensgen, B. J. Lurie, L. A. S. Wood, R. C. Brickweide. 

















The money kings are always on top, and 
so L. E. Le Vee of the Smith, Le Vee 
Corp., Buffalo, sits all over George Minkle, 
comptroller of the Robertson-Cataract 
Electric Co. also of the Bison City. 
Minkle doesn’t seem to mind it, for what’s 
the difference, they’re all out for a good 
time when the Lighting Fixture Dealers’ 
Society of Buffalo has its outing. 





industries in the Pittsburgh section 
expect to do a large volume of business 
until the wage scale has been adjusted. 
If. there is a strike it probably will 
not be of long duration, and just as 
soon as it is settled and the mines are 
producing we expect good business. 

“During 1921,” continued Mr. 
Provost, “about 65 per cent of out- 
year’s total business was done in. the 
first six months. It is my opinion that 
conditions will be reversed this year 
and that the latter half will show the 
largest volume of orders.” 

* * * 
Optimism Expressed at Schim- 
mel Dinner 

“The salesman of tomorrow will 
have to be a persistent plugger. He 
will have to know his customers—their 
needs, limitations and their possibili- 
ties—and cater to all of them. Only 
those who will go after business con- 
sistently, sanely and in the spirit of 
service will survive.” 

This was the message given by 
Samuel Schimmel, president of the 
Schimmel Electric Supply Co., Phila- 
delphia, to the sales organization of 
that company at a dinner at the Hotel 
Adelphia, Jan. 5. Besides Mr. 
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The Reward of Clear Vision 


CLEARSITE 


NON-RENEWABLE 


Plug Fuses 


APPROVED BY UNDERWRITERS’ LABORATORIES 














CLEARSITE 


NON-RENEWABLE 


Plug Fuses 


APPROVED BY UNDERWRITERS’ LABORATORIES 


The reward of clear vision—clear vision in 
operation and manner of merchandising—was 
first realized when the initial sales of CLEAR- 
SITE FUSES reached the astounding total of 
FOUR MILLION THE FIRST WEEK. 


Study of the Clearsite Ten Reasons will show 
you why a continuation of such record sales is 
inevitable. Details of our merchandising plans 
will show you how to get your share of: these 
sales. Write us today. 


Reasons Why: 


1—“Drop-out”’ link used exclusively. 6—Lighter in weight, minimizing 
freight cost. 
7—Screw shell securely fastened. 





2—Insulation cap with fluted grip. 


3—Small, strong, clear window perma- 8—Easily inspected. Capacity plainly 
nently attached. visible. 

4—Link melts immediately under pip right to jobber and con- 
wey 10—Packed both in usual standard 

5—No breakage, through shipment or package quantities and in attrac- 
abuse. tive colored retail packages. 








To say the NAME, to show the FUSE, 1s to sella BOX. 


Economy Fuse & Mfg.Co.,Chicago, U.S.A. 
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“Are we down-hearted ?” 


“Three ‘noes’ and a couple of ‘nots,’ ” 


said the salesmen 


of the Schimmel Electric Supply Co., Philadelphia, at their annual sales conference 
dinner. “Bill” Goodwin told them 1922 was going to be a big vear after it got started, 
and so they’re going to carry the banner of “Sell Em Something More.” 





Schimmel, the speakers included Wil- 
liam G. MeKitterrick, general sales 
manager of the National Lamp Works 
of General Electric Co.; W. L. Good- 
win, of the Society for Electrical De- 
velopment; C. C. Skiles, sales mana 
ger of the Shelby Lamp Division; 
Erny Hedler, of the American Wire- 
mold Co., and others. 

“Bill” Goodwin stated that, in his 
opinion, this was going to be one of 
the greatest years in the electrical in- 
dustry. He predicted a 50 per cent 
increase in business. 
1922 
three-fold weapon—product policy 
and service. He also spoke of the 
national advertising campaign which 


To succeed in 


the S. E. D. is planning in conjunc- 
tion with manufacturers and central- 
station companies. 

Mr. McKitterrick the 
various industrial economical prob- 
lems facing the world today. He con- 
trasted them with the previous years, 


analyzed 


and showed that there is every reason 
in the world why the salesman of 
today should be optimistic. 


* * * 


New Chicago Jobbers 
The Crescent Electric Co., formerly 
at 511 West Jackson boulevard, Chi- 
cago, has announced a division of its 
activities and personnel. The division 
of the 
Crescent Electric Co. will now devote 


company under the name of 
all its time to electrical contracting, 


and F. C. Reimers, who was in charge 


salesmen will have to have a’ 


of the old company, will head this 
The 
called the Electrical Supplies Co., will 


company. new organization, 
operate at the old headquarters, 511 
West 


serve as electrical jobber. A. A. Toge- 


Jackson boulevard, and will 
sen, who was assistant manager of the 
old Crescent Electric Co., will be in 
charge of the new company. 

The Peoples Electrical Supply Co., 
34 West Lake street, Chicago, has 


started operations as a distributor of 
electrical supplies and fixtures. H. P. 
Landerman, formerly connected with 
the London & Landerman Co., is pres- 
ident of the new firm, and Ira L. 
Arkin is sales manager. 


* * * 


Seattle Jobber Changes Name 
The Tri-State Electric Co. is the 
new name of the Northwestern Sup- 
ply Co., electrical supply jobber with 
offices and warerooms at 104 Prefon- 
taine place. The company, of which 
A. W. Woodville is president and F. L. 
Jackson is secretary, covers territory 
in Washington, Oregon and Idaho. 


* * * 


New Jobber at Pittsburgh 

The Peerless Electric & Fixture Co., 
a branch of the Bluestone Incandes- 
cent Light Co., Ltd., Pittsburgh, has 
commenced business at 409 Smithfield 
Street, Pittsburgh. The new company 
will wholesale electrical supplies, fix- 
tures and radio material. 


* * * 


Walker Says Easier Money 
Will Help Business 


Asked as to what he considers the 
most important factors that will help 
business during the current year, 
C. S. Walker, president of the Varney 
Electrical Supply Co., Indianapolis, 


Ind., recently made the following 





“Up and Doing” ought to be the slogan of the Charleston Electrical Supply Co., 
Charleston, W. Va., for that expresses the enterprise of the company and its rep- 


resentatives very aptly. 


Not long ago they had a rousing sales conference which 
was tapered off with a banquet at the Ruffner Hotel. 


On the table were two large 


steel towers connected together with ribbons, and an electric train carried cigars and 


cigarettes. 


Small street lights and semaphores made things look realistic. 


For place 


tards there were electric lamps inside of which there were cards showing the man’s 


name instead of a filament. C. 


B. Peck was the toastmaster; F. M. Staunton spoke 


on the business outlook, and A. F. Beck told of plans for 1922, which is the twentieth 


anniversary of the company. 
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8 Gangs in 80 Seconds 


With This New Sectional Wall Case 


The new H. & H. Sectional Wall Case divides.in the middle. 






A single-piece Spacer, or any number of spacers, fit in between the two 
parts. 





Tighten the two screws, and 
the gang is as rigid as a box stamped in one piece, because all parts 
are accurately made and fit together, perfectly—and in alignment. 









| And as many as 8 gangs can be assembled in 80 seconds—a minute 
and a third! 












Surfaces are smooth, inside and out. 








The H. & H. Wall Case is equally satisfactory for loom or BX cable =| 
by using the H. & H. BX Clamp No. 911. }= 
The unique design eliminates numerous parts to be handled or thrown }= 


out by the contractor, that would otherwise remain in the stock of the 
dealer. 
A standardized device that saves time in handling, reduces time of =| 
installing and creates satisfaction for the dealer and contractor. 1= 








A sample, consisting of a single box and a spacer, will be sent for 
25c. Ask for complete details. 





co Sewer UENGEUTOACAUETUUEULUATAUUUUUEUUENAEAUUUEEEAUUTEEEAATECCCEUAT TOL EADEUUAEAN NAAN ELOEOEEATT TODO TOTEOODEEREUOROOUAUTNETSee8e 


















THE HART Go HEGEMANM FG Co. 


HARTFORD, CONN., U.S. A. 





° 

















Teevrd GULMIUTUTEDNATOVATENUDUTANGUT EGG EODEONOATEDODEOOEUEGEDADETOEOEAEUES EES: 


2001 


























a) MMMM MMMM [<M 

















so ene 
































The rapid growth of the Reiman Wholesale Electric Co., 228 Kast Third street, Ios 
Angeles, Cal., is the basis for much comment on the Pacific Coast. Here are the men 


who are responsible for its rapid progress. 


From left to right they are: T. C. Pentz, 


secretary; J. G. Marks, treasurer and Leon FE. Clark, vice-president and general man- 
ager. And they are just as good at duck hunting as they are at building up an elec- 


trical supply business. 





statement to one of THe JospsBer’s 
staff: 


“There are two important factors 


SALESMAN 


which can contribute to increasing 
business during 1922 which stand out 


all 


One important factor is the lower cost 


above others in my _ estimation. 
of financing, money being easier and 
at a lower rate. The other factor will 
be hard work and application.” 


* * x 


‘6 . . ” 
Red Lights in the Fog 

A message of optimism, expressed 
in rather an unusual way, was sent to 
its customers under the above title by 
the Parr Electric Co., Inc., 77 Warren 
street, New York City, at the begin- 
ning of the new year. Perhaps too 
many business men are still “seeing 
red” and if they could partake of Mr. 
Parr’s optimism it would result in a 
great stimulus to business. Here is 
the letter: 

Said a merchant: “The other day, I had 
occasion to cross North River on a ferry 
quite early in the morning. The moon was 
still up, the sun was just showing behind 
the Woolworth building, and a slight mist 
hung over the Hudson. 


“To my surprise, my eye seemed to ob- 


serve only red lights on the river. I never 
realized before how many red lights there 
were—on all sides, on ferries, tugs and 
barges, and glowing brilliantly on two 
long lines of pier-heads on each shore, 
visible way up the river. 

“The white lights and green lights were 
not seen, and even after I had landed on 
West street, the ruby lamps on autos and 
on trolley signal posts glared brightly to 
the exclusion of the others. No doubt the 
odd freak of the moon-lit, misty dawn 
served as a light filter, absorbing all but 
red rays. 

“I thought, I wonder if the business 
outlook, now at the dawn of 1922, is not 


subject to a similar illusion? Why do 
those business prophets of calamity and 
forecasters of woe see only the blinking 
crimson lights of pessimism? Are _ not 
the clear white lights and green lights of 
progress and of activity still there, still 
burning encouragingly for us? Has _ not 
the dim, peculiar combination of confusion 
and of uncertainty of last year blinded 
many to all but the unfavorable omens?” 

There has not been a single new dis- 





turbing development in six months! All 
those “unfavorable signs” are old 1921 
models. Here’s to you, 1922! Let’s go! 
Business in 1922 must grow better each 
month for the concern that pursues an 
aggressive, middle-of-the-road_ policy. 
oe fee 
Merge Domestic and Fullerton 
Companies 

A merger of the Domestic Electri- 
cal Supply Co., Inc., 38 Park Place, 
and Fred W. L. Fullerton, Inc., 15 
West 20th street, both of New York 
City, was announced in January. The 
name of the new company is the Ful- 
lerton Electric Co., with offices and 
warerooms at 230 West 17th street, 
New York City, and a branch at 282 
Market place, Newark, N. J. 

The managing personnel of the com- 
pany will consist of Fred W. L. Ful- 
lerton, president and general manager ; 
G. V. Weir, treasurer and assistant 
general manager; Franklin G. Burch, 
vice-president and manager of Mazda 
lamp department; Conrad J. Fair- 
wood, secretary and manager of light- 
ing fixture department; F. Raymond 
Powell, New Jersey branch; Adam A. 
Troy, supply and appliance sales, and 
Daniel L. Higby, purchases and stock. 
The company will continue the policy 











A good hand to draw to? 
deuces aren’t wild, either! 


eleven make 


We'll say so; three of a kind and all aces. 
Reading from left to right, as per usual, there is 
R. L. Wildauer, western manager of the Arrow Electric Co., at Chicago, whose 
chief interest, as far as we know, aside from wiring devices, is watching some 


And the 


hay out of some other eleven; then comes A. S. (Cupid) Merrill, 


general sales manager of the Chicago Fuse Manufacturing Co., diamond con- 
noisseur and waiting patiently for spring so the golfing virus can assert itself; 
and then we have R. P. Tillotson, sales manager of the Appleton Electric Co., 


Chicago, the Beau Brummell pf the electrical trade. 
1ook good along side of these sales-managing aces? 


Wouldn’t a couple ef queens 
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Advertising that takes advantage of favorable local 
gq. conditions is doubly effective in producing sales 








By te 












Fan Advertising 
Made Timely 


EWSPAPER advertising on a 

schedule regulated by the 
weather is the outstanding feature 
of the G-E fan campaign for 1922. 
Prominent newspapers from coast to 
coast will carry fan advertisements 
at the season when they will do the 
most good. 














there 1s no feason why each 
and every one of us should 
not be comfortable at home. 
A breeze just as refreshing 
and cooling and a lot more 


dependable than Nature's can 


The material and complete plans for 
1922 G-E fan publicity are now in the 
hands of G-E fan distributors. The 
February issue of the G-E Advertiser 
will illustrate the new newspaper 
advertisements and carry much ad- 
ditional information of interest to 
electrical dealers. Have you received 
your copy ? 


be had for less than a cent an 
hour—about the cost of burns 


ing an ordinary electric light. 


A G-E electric fan lasts @ 
lifetmme and gives a hfetume 
of comfort. Vanous styles at 


vanous prices. 


See one at the nearest dealer's 





ral Electric| 
Gen on any >; as Co 


G-E fan plans make G-E fan sales 


General@Ele ctric 


cantons Company Si2a2 _.. 
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Mr. Jobber’s Salesman, 


Does this familiar ‘‘cut”’ 
represent your idea of 


‘“‘Up-to-Date Wiring?”’ 


Let’s ‘‘Hang the Crepe’”’ on this kind 
of a wiring job. 


What are you doing to convince Contractors, Dealers, Archi- 
tects and Owners of the economy and advantages of doing 
the job right by providing more “Convenience Outlets?” 


The chandelier must be cast into the discard as a medium for 
supplying current to electrical devices. 


More Floor Outlets, Receptacles and Switch Boxes must be in- 
stalled if current consuming devices are to be used daily as 
necessities instead of ornaments or occasional luxuries. 


aee 


o. 401 Improved Switch Box No. 477 
Floor Outlet with Floor Outlet, 
Nozzle Non-Adjust- 
able. 





WRITE FOR CATALOG 33-J 


and souvenir pencil with “thick lead.”’ 


Steel City Cy Clectre Ce 


1207-1223 Columbus Avenue 
PITTSBURGH 2: 2: PA. 




















of operating as wholesalers only, and 
will handle the products of numerous 
well-known manufacturers. 

Mr. Fullerton has been identified 
with the electrical business since 1899, 
serving his apprenticeship with the 
Sprague Electric Co., Weston Electri- 
cal Instrument Co., Western Electric 
Co., and Sibley & Pitman. In 1907 he 
organized the Fullerton-Case Co., and 
became one of the charter members of 
the Electrical Supply Jobbers’ Asso- 
ciation, which membership he still re- 
tains. His business activities have 
built up a large acquaintance among 
electrical jobbers, manufacturers and 
contractors throughout the United 
States. 

Mr. Weir, the treasurer of the 
merged interests, commenced his elec- 
trical career in 1911 with Agens & 
Co., Newark, N. J., and in 1919 or- 
ganized the Domestic Electrical Sup- 
ply Co., Ine., which has been doing 
a jobbing and export business, spe- 
cializing in 32-volt material. Prior 
to his entering the electrical field, Mr. 
Weir served eight years in the regular 
army. In 1917 he was called back to 
active service as captain of infantry, 
U.S. A., acting as assistant instructor 
at the first officers’ training camp, Fort 
Meyer, Va. 


* * * 


Hub Company to Move to 
Courtland Avenue 

In our January issue it was stated 
that Hub Electrical Supply Co., New 
York jobber, had acquired a building 
at 558 Melrose avenue, Bronx. This 
is the present address of the company, 
and arrangements are being made to 
move to 616 Cortlandt avenue. The 
three-story building at this location 
will be altered and improved, giving 
the company larger and better quar- 
ters for its rapidly expanding busi- 
ness. 


* * * 


To Job Fixtures 

The Rogers Electric Supply Co., 
284 Allyn Street, Hartford, Conn., is 
headed by A. J. Rogers, president, 
formerly with R. V. Pettingell of Bos- 
ton. A. S. Arnold is vice president 
and R. H. Stacy is treasurer. This 
company was started by Mr. Rogers 
about a year and a half ago, and does 
a general supply business, including 
appliances. Plans are also being de- 
veloped to go into the fixture business 
on a considerable scale. The com- 
pany does a wholesale business only 
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Something you can sell— 


The new Hubbell Te-Cap. The first current 
tap ever made for Standard Flush Receptacles 
or Convenience Outlets. Two devices operated 
from one outlet. Send for descriptive bulletin. 


Show them this 
Hubbell Togale Flush Switch 





Are your customers using the new type. Hub- 
bell Toggle Flush Switches especially designed 
for the finest type of residences, hotel or office 
building work? : 


SIMPLE NEAT STRONG CONVENIENT 


Send for descriptive literature 


HARVEY HUBBELL 


ELE CTRICAL | nS y SPECIALTIES 


fi By) 
BRIDGEPORT CONN, U.S.A. 












2208-U 
WZ 


NEW YORK CHICAGO SAN FRANCISCO 
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Mr. Salesman ! 








Meet Emerson Junior! 








A nine-inch fan--and every inch an 
Emerson--at a popular price. 


An Emerson induction:fan motor-- 
no commutator, brushes or moving 
contacts. 


Nothing to wear except the bear- 
ings, and you know the Emerson fan 
bearing! 


Tapered shaft of 1/2-inch hardened 
steel, practically non-wearing. 


A bearing that is oil-tight, for 
the protection of everyone, and dust- 
proof for its own protection! 


Emerson Jr. will be ajbig asset- 
to Emerson fan salesmen this year! 


: Descriptive matter and samples 
now ready! Get them! 


The Emerson Electric Mfg. Co. 
St. Louis New York 























Varney and Elder Change 


G. E. Varney, president of the 
Varney Electrical Supply Co., In- 
dianapolis, Ind., for the past 17 years, 
has become secretary of the Van Camp 
Hardware & Iron Co., also of In- 
dianapolis, in charge of the electrical 
department. C. L. Elder, who was 
connected with the Varney company 
for 12 years, has also joined the Van 
Camp company as assistant to Mr. 
Varney. 

* * * 
Building for Hartford Company 

The Hartford Electric Supply Co., 
Hartford, Conn., has purchased a 
three-story and basement building at 
234 Pearl street, which is being used 
entirely by the company. The new 
quarters, which were occupied Jan. 
28, give approximately 9500 square 
feet of additional floor space to take 
care of the rapidly growing needs of 
this concern. Coincident with its 
move to larger quarters, T. J. O’Brien, 
president, announced that a wholesale 
fixture department was established te 
carry a complete line of fixtures and 
parts. 





Time: High noon, not midnight, in 
Providence, R. I.; exposure: 1/15 second; 
lense aperture: F4.5—camera sharks take 
notice. We'll have flashlight powders 
along next time. The man standing above 
is W. T. Perkins; and two in the door- 
way, O. C. Siegel and S. L. Southey, all 
of the Boss Electrical Supply Co., Provi- 
dence, R. I. Incidentally, they are 
equipped 40 ways. when it comes to sell- 
ing factory lighting. You know the fac- 
tory lighting display that the G-E sends 
around—the “traveling circus” some call 
it? Well, the boss, Mr. Boss, has dupli- 
cated that display right on the premises; 
black and white drop curtains making 
a room 15 by 82 ft., fixtures permanently 
installed and operated from a switchboard, 
a supply of foot-candle meters, ’n’ every- 
thing. 



























February, 1922 THE sopBER'SfA]SALESMAN 


























The “Best” Plugs are today’ the fastest 
moving items in the electrical game. 
Ask the live-wire jobbers and dealers 
now stocking this material. 

The No. 1150 


Heater Plug 
with Push-Thru-Switch 


The No. 500 The No. 935 
Duplex Plug Heater Plug 


‘*Best’’Plugs are superior plugs. Sturdy in 
construction,simple in design. They have 
the game as well as the name ‘‘Best.”’ 





Write today for information. 


HENRY HYMAN & CO., INc. 


476 Broadway, New York 212-16 W. Austin Ave., Chicago 





















None better than the “Best’’ 
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The unparalleled success of the Williamson 
plan is founded on the reputation of these manu- 
facturers of Williamson plan lighting furniture. 


Associated Factories: 


BAYLEY & SONS, Inc. 
ROBERT FINDLAY FIXTURE CO. 


ROBERT PHILLIPS COMPANY, Inc. 
ST CHARLES FIXTURE MFG.CO. 
R. WILLIAMSON & CO. 


R. Williamson @® Co. 


Washington and Jefferson Streets, Chicago 
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Quality in material, beauty of design, price 
beyond comparison, an enormous market and a 
plan of distribution in harmony with electrical 
supply jobbers facilities make Williamson lighting 
furniture one of the most profitable lines electrical 
jobbers’ salesinen have to merchandise in 1922. 


The introduction of the Elexit gives dealers in William- 
son lighting furniture the opportunity of their lives to 


224 Fifth Ave. Washington and Jefferson 711 Mission St. 
New York Chicago San Francisco 
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. | INCANDESCENT LAMPS Mi 


“A Quality Product” 








You will Find 
Security in Marketing 








* SAVE LAMPS * 





They Are Not Made 
For Mere Pocketbook Appeal 














SAVE LAMPS 


are for the merchant who takes an honest pride in distrib- 
uting worth-while merchandise. 













A few territories still open for up-to-the-minute jobbers. 
Get in touch with the nearest factory representative, or 


write us direct. 


During 1921 the demand for our lamps was double our 


Brooklyn Factory capacity. 


Our new Toledo plant will 


give us an additional 35,000 lamps per day, and we shall 
be able to render prompt service in the future. 
Factory Representatives 


Atlanta Woodenware Co. 
Atlanta, Ga. 
Southern Jobbers Supply Co. 
534 Bienville St., New Orleans, 
Ls. 
H. L. Williams 
569 Green St., Augusta, Ga. 
J. R. Black 
117 E. Glenwood Ave., Knox- 
ville, Tenn. 
E. F. Reinhardt & Co. 
13 South 4th St., St. Louis, Mo. 
J. R. O’Donnel & Co. 
171 Second St., San Francisco, 
Calif. 
H. J. Arens 
1405 So. East St., Indianapolis, 
Ind. 
Douglas A. Thurston 
117 Trowbridge Ave., Detroit, 
Mich. 
Nixon-Kimmel Co. 
Spokane, Wash. 
O. J. Dykeman 
127 North 4th St., Reading, Pa. 


SAVE ELECTRIC 


220-254 36th Street 
BROOKLYN, N. Y. 


William J. Kattrein 
1031-1039 Broadway, 
N. Y. 
N. F. Shailer & Co. 
Dooly Bldg., Salt Lake City, 
Utah 
Minneapolis Electric Lamp Co. 
208-10 No. 4th St., Minne- 
apolis, Minn. 
Michigan Lamp Co. 
109 Michigan Ave., N. 
Grand Rapids, Mich. 
Haskell Electric Lamp Co. 
1001 Chestnut St., VPhiladel- 
phia, Pa. 
Western Hardware Co. 
3utte, Mont. 
L. L. Moore Co. 
Brokers’ Warehouse Bldg., 
Denver, Colo. 
W. W. Bolz 
614 Fulton Bldg., Pittsburgh, 
Es: 
SAVE SALES COMPANY 
261 Broadway, New York City 


CORPORATION 


Front & Main Sts. 
TOLEDO, OHIO 


Albany, 


W., 








| Quinn & Hendricks Organize 


J. P. Quinn and R. E. Hendticks, 


_ formerly with the Electrie Supply & 
_ Equipment Co., have formed a ¢om- 





| which came out in January. 


pany under the firm name of Quinn 
& Hendricks, with offices at 120 
Liberty street, New York City. They 
will represent a number of electrical 
manufacturers and cover the states of 
New York, New Jersey, Connecticut, 
Rhode Island Massachusetts. Both 
members of the new firm have a wide 
acquaintance in the Metropolitan dis- 
trict. , 
o -~—9.¢ 

Cesco Issues House Organ 

“Electrovox” is the name of a 
monthly house organ published by the 
Charleston Electric Supply Co., 
Charleston, W. Va., the first issue of 


Besides 


| containing. short items of interest to 

















customers and lists of special materia] 
for sale, considerable space is devoted 
to radio topics. The leading article, 
written by Carl Scholz, discusses the 
distribution of high-voltage alternat- 
ing current for mining equipment. 
















































The thing to do with this picture is find 
the fish. It isn’t that business is so good 
that F. J. Osius (left) and F. W. Woolrich 
(right) can go to Florida for a little win- 
ter vacation, but that both are the heads 
of efficiently operated organizations which 
can run by themselves when necessary. Mr. 
Osius is well known as president of the 
Hamilton-Beach Manufacturing Co., Ra- 
cine, Wis., while Mr. Woolrich is just as 
well known as the head of the Commercial 
Electric Supply Co., Detroit, Mich. 
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Inside Information 


Here is laid bare the reason why more than pay good profits—they 
HEMCO Twin-Lite Plugs give keep those profits coming in all the 


such good service and long service time—because they're easy to sell 
—why they make profits and and they turn over fast. 
build business. And that’s the important thing 


This HEMCO Twin-Lite, sawed about a specialty—it’s not what 
through, shows how it is moulded you pay for it, but what it pays 
in one piece of Condensite—un- you! . 
breakable—not affected by heat or HEMCO Twin-Lite Plugs sell, 
moisture—the highest grade plural and they stay sold. They give 
plug in the world! service that makes satisfied cus- 


HEMCO Twin-Lite Plugs do tomers. 


GEORGE RICHARDS & COMPANY 


Dept. 16 557 W. Monroe St. Chicago, Ill. 


H EMCO New England Agents, 


? Pettingell-Andrews Co., 
Sost Mass. 
. E Boston, 4 
=~ — Sole Export Distributors, 
[_HEMCO is on Every Twin-Lite | orelivs-Scott Sargeant 


——— Inc., 


"MADE. OF CONDENSITE 29 Broaiwas. 
WILL LAST A LIFE TIME penieianien 


Gecrge Richards & Co., 
341 E. 40th Street, 
New York City. 







Pacific Coast Agents, 
Geo. A. Gray Co., 
589 Mission St., 

San Francisco. ‘ 
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Make Friends and Sales 





You can quickly make friends of your 
prospects, as well as get good business 
for your house, when you're selling a 
first class line like 


Weeks Electric Ranges 
and Cookerettes 


Your dealers are glad to see you be- 
cause they know Weeks Ranges have 
so many good selling points they give 
them a quick turnover on their money. 
They cost but little to operate, are 
durable, good looking, made of solid 
cast iron, highly polished and nickel 
plated. They have white onyx panels 
and zinc-plated linings. 


Their customers are pleased because 
Weeks Ranges require practically no 
servicing and take the guesswork out 
of cooking by positive scientific cook- 
ery. Radioductor and the mercury 
thermometer and cooking chart assure 
that. | 


‘What’s Radioductor? Write Us. 
We'll tell you how it will boost your sales. 





No. 102—two hole hot plate 
for lighting circuits 


H. G. Weeks Mfg. Company 


HAMILTON, OHIO 











“Bill”? Writes from New 
England Territory 


EAR BURT: If ever my boss 
D loses his factory, save your 

tears. He don’t need ’em. 
For he could make good any time and 
soon be a king pin among beggars; 
he’s a hypnotist, double-jointed, and 
the Lord knows what else. 

You know how I claimed that our 
New England sales map sported so 
many pins it looked like a record of 
ways to pad the swindle sheet? Well, 
last week the old man took a squint at 
it. He was wearing his peace-on- 
earth smile that has a way of twisting 
into a cry for “All hands to the 
pumps” while you’re basking in its 
false radiance. And sure enough! 

“Why, Bill,” he said in that all-is- 
lost voice he uses when he’s buying, 
“T thought we were really doing 
something in New England. A blind 
man never would find the sales pins, 
would he?” And with that he wizens 
up his hand like a beggar doing the 
cripple act and starts moving ‘em 
about on the map. And I'll be shot at 
sunrise if he didn’t succeed in doing it 
without jostling a single pin! But, 
of course, I must have been hypno- 
tized. The thing wasn’t possible. 

Anyway, here am I in Boston hunt- 
ing business that will put more pins 
in that blasted map. The funny thing 
is that I’m getting it. It’s positively 
creepy the way that old soothsayer 
sits in the office and noses out places 
where business is ripe! I'll bet his 
ancestral tree is festooned solely with 
seventh sons, for I’d have sworn we 
were sold up to the limit in this sec- 
tion. 

* * * 

PEAKING of sales, I’ve picked up 

some ideas this trip that I think 
well enough of to pass along to you. 
Try them on your old sales piano. To 
begin with, here’s a nice little earfull 
I got while talking with Davis—you 
know him. He sales manages for 
the Lewis Electrical Supply Co.; used 
to play semi-pro baseball until his 
flipper got glassy. 

“Pipe, wire BX, loom and porcelain 
—the five painful necessities,’ Davis 
calls ’em. Everybody has to have 
‘em; anybody can take orders for ‘em. 
I gather from what he said that the 
man who thinks he’s selling when he 
takes an order for them is blood 
brother to the saphead who thinks he 
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RACINE ELECTRIC PRODUCTS 


ANNOUNCING 


New Prices— New Policy — New Sales Plan 
for 1922 


The Racine Electric Co. announces new prices which 
mean more liberal profits for both the jobber and the deal- 
er. With astrictly jobber’s policy it will mean more sales 
with less selling effort. 

Write us for our new prices and new selling plan. It will 
pay you to investigate. Do it today! 





WRITE TODAY 
for 
NEW PRICES 


and 


SALES PLAN 











9-inch Fan. Finished in Black Enamel, Brass Blade 
and Brass Plated Guards—four speeds non-oscilat- Little Gem Sewing Machine Motor and Bracket At- 


ing. A real beauty and a fast seller. tachment, Fits any style or type of machine. A 
big demand is for this item. Push it and watch 


your sales grow, 


biy ¥ * en - = Ary preciee motor for Type F. 1-8 H. P. A combination grinder and 
polishing and grinding. Just the thing for jewelry polisher for heavy duty; grinding, polishing, and 
driving small machinery. 


Diam. of Motor....3% inches Weight of Grinder_18? q 
Length of Motor..3%% inches Size of Wheel......2x% inches Length of Motor..4% inches Size of Wheel......2x% inches 
Diam. of Shaft...........%% inch Height to Center Diam. of Shaft..... 5 inch Height to Center _ 

of Shaft 4% inches »f Shaft 47% inc 


and dental work, 
Diam. of Motor....3% inches Weight of Grinder....6% Ibs. 


Ibs 


hes 


Manufactured by 


RACINE ELECTRIC CoO. 


Racine, Wis. 


Sole Distributors 


STANDARD ELECTRIC SALES CO. 


105 W. Monroe St. Chicago, III. 
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SAN FRANCISCO 
595 Mission Street 





Salesmen who get behind the 


“SNUF-ARC” 


immediately interested. 


600 Volt Safety Switch will find their customers 





* 60 Amp. 600V 
No. 60362 ‘‘Snuf-Arc’’. Type 


Tell your trade of the revolutionary 
of this complete line of 600-volt switches 


just put on the market 


600-volt switches of 500-volt dimen- 


features 


sions. Double efficiency, absolutely 


safe. 


Swinging moulded side barriers pre- 
vent side flare of arc and center bar- 


rier stretches and cuts the arc. 


The arc is broken by interposing 
non-conducting barriers in its path. 
The path of the arc is stretched to the 


breaking point and 


cooled. 
Lists 30% lower than old design. 
Made of Armco Ingot Iron. 

Get Bulletin No. 52 


PLAINVILLE, CONN. 


CHICAGO BOSTON 
40 S. Clinton St. 


cut — gases 


The Trumbull Electric Manufacturing Co. 


NEW YORK 


PHILADELPHIA 114 Liberty St. 




















is dissipating to the limit when he goes 
to the movies to see Sennet’s bathing 
beauties and then stops for a lemon 
pop on the way home. He told me 
salesman who uses this 
when the customer asks 
“Sure,” 






about one 
comeback, 
about “painful necessities.” 
this fellow says, ‘““we got ‘em; every- 
body has. We're giving them away as 
cheaply as the next fellow. But I 
came in here to tell you about some- 
thing else’—and then he pitches in 
and sells something that has to be 
sold. 

Then Davis told me about a sales- 
man who has a peculiar policy—a darn 
good one, though, I'll say. When you 
go into a town enter by the front door 
—that’s this chap’s idea. It would 
not work in big cities, there being too 
many fellows with dull axes ahead of 
you. But in smaller towns, this man 
goes plump into the mayor, or who- 
ever is Mike in that burg, the first 
thing he does. Howdy, Mr. Mayor, 
he says. I’m a stranger; came into 
town to visit one or two men in our 
But wanted first of all to pay 
Always he gets 



























line. 





my respects to you. 
« line on town politics and gossip; and 
the fact that he’s chummy with the 

































These are days when merehandising elec- 
trical appliances constitute the big job 
the electrical supply jobbers. That is why 
Leonard A. Hobbs was placed in the Les 
Angeles house of the Western Electri: 

as specialty sales manager. Leonard is the 
man who is largely* responsible for some 
of those good looking electrical stores in 
southern California. 
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If You Sell the a ” Line 


Here are four mighty good, easy-to-sell heating appliances that have a place 
in every home. They're all manufactured to sell at a moderate price and still 
are built right, and they're dandy items to show your customers when you 


‘Sell ‘Em Something More.” 

The “Northern” 
ELECTRIC HEATING PAD 
Three-Heat—Lists at $8.50 


The “Northern” heating pad is constructed of the best of ma- 
terial and the quality cannot be surpassed. 

It is furnished complete with ten feet of cord, a three-heat 
switch, a two-piece attachment plug, and is covered with soft 
eiderdown. A white washable slip is furnished for sanitary 
purposes. 

The ‘Northern’ heating pad is one of the best pads being 
manufactured today regardless of price, and makes satisfied 
customers. 


The “SERVICE” ——. 


Combination Curling Iron and Waver Rod 


A high-class appliance, 
fully guaranteed—now made Ne. 77 
INO. 
in two sizes in response to 


“Service” No. 55. 

Lists at $4.50 
11'~” long. 

Diameter of Rod 

4%". 

*“Service’’ No. 77, 

Lists at $4.00 


10144” long. 
Diameter of Rod 


The “Midg et” 


Toy Electric Flatiron 


Every little girl will want her mother to buy one of 
them. They're miniature flatirons and can be used for 
27 Watts ironing handkerchiefs and small pieces. . Perfectly safe. 














the demand. The low retail 

prices have made them wonderful sellers. The 
removable camp makes the “‘Northern’’ Curler 
a combination curling iron and waver rod. It 
is highly nickel-plated with a black ebonized 
handle, six feet of cord, and two-piece sep- 
‘arable plug. 





Your jobber carries them in stock. Jobbers: Write for our liberal discounts 


Northern Electric Co. 
222 North Sheldon St. 
CHICAGO i ILLINOIS 


The Standard Electric Sales Co. 


Central West and New England Distributors 
105 West Monroe St. CHICAGO, ILL. 
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Business conditions are 
better, but not yet good. 


Then why the big in- 


crease 
“Standard ?”’ 


ONE HEAT 
10X13— 


‘on 


With Feed Through Switch 


The pad that is stand- 
ing up in service year in 
and year out. 


Write Today for the Reason. 
They Stay Sold. 


in sales of the 


THREE HEAT 


12X15 — Gus 





LIST PRICES 
110 Volt 12x15 3 Heat $9.00 
110 Volt 10x13 1 Heat 
with through switch.. 5.50 
220 Volt 12x15 1 Heat 
with through switch.. 9.00 
32 Volt 12x15 3 Heat..10.00 


32 Volt 9x12 1 Heat 
with through switch.. 7.50 











Made in Four Colors: Tan, Red, 
Light Gray and Purple. 


Fully Guaranteed Two 


Years 


STANDARD ELECTRICAL APPLIANCE CO. 


Beverly, New Jersey 


Manufacturers of Heating Pads Exclusively 





| mayor and the other town officials 
| helps his standing with his customers 
a lot. There’s always the chance, too, 
that the city official may have an in- 
terest in the very concern this man 
wants to sell, or at least be able to say 
a good word. It sure does pay to be 
polite, doesn’t it, Burt? 





I thought I was listening to the old 
. man himself, while Davis was talking 
| about this next point I’m giving you; 
they have a lot in common, those two. 
| Here’s the idea. The majority of sales 
in all lines are made to people who at 
the moment are not ready to buy and 
ddin’t intend doing so. Take life in- 
surance, for example. I used to sell 
it and I know. If I’d ever have 
found any one who was ready and 
waiting to buy I think I should have 
thrown my arms around him and 
kissed him. Yet the sale of insurance 
runs into millions and millions and 
yet more millions each year. The 
moral, so Davis says, is that the man 
who keeps everlastingly at it and 
works on the law of averages wins out 
in the long run. That sounds sane and 
sensible to yours truly, but the thing 
I like most about it is this: If results 
are controlled by this law of average 
stuff, then all a fellow has to do is lay 
out a daily stunt for himself and go 
through with it in spite of cards, 
women and toothache. And if the re- 
sults aren’t satisfactory—well, let old 
Mr. Law of Averages do the explain- 
ing, while you enjoy your hard-earned 
rest in a seat at the theater. 


nic Sv 


Y the way, Burt, here’s something 

to pass along to that new spec- 
ialty salesman you took on a while 
ago. I mean the fellow who told you 
he wasn’t much good at selling attach- 
ments for cleaners. I had a little chat 
with Beaudette, of Beaudette-Grahm 
& Co., and I asked him regarding at- 
tachments. They sell appliances al- 
most exclusively, like the Kimball 
Electric Co. in New York. Well, 
anyway, he told me that their records 
show that better than 95 per cent of 
cleaners are bought with attachments. 
He said their sales of attachments had 
been especially heavy this year be- 
cause a lot of women did buy only 
cleaners last year, due, I suppose, to 
hard times. But Beaudette said their 
dealers had followed through on those 
sales and had secured many orders for 
attachments. So suppose you have 














Mr. Can’t Sell Attachments’ chew on 
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Mac says: 


“Howdy! Let me introduce you to 
DURADUCT. It sure tickles me to hear 
all the nice things the Contractors say 
about it.” 


They say you can fish long lengths 


through it without having the insulation Wie 

: a \\I 
on the end of the wire turn back and ‘i 
bunch up badly, as it does with some ; ' | 
kinds. It’s an all-year-round Loom, for ~ — 
hot and cold weather. It doesn’t : lt 
a “ s . ‘: Lae 
crack or blister. fl! ing 


That Single Wall construction 
and the real _ Roller-bearing 
Wireway is. what makes them 


like DURADUCT. “! _ ba] 


>_< 
a 
NS 
=— 


It certainly makes a_ fellow : 
happy to handle a Quality tp 
product like 











aii I ny SS = 
ill Uh SS ae 7 














F. M. MacDuffie 


The smile on Mac’s face isn’t 
altogether because of that 6 
months’ old girl at home. 

A fellow can’t help but be happy 
selling a Quality product like 
DURADUCT. 


Tubular Woven Fabric Co. 


Pawtucket, R. I. 
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HUBBARD 
POLE LINE HARDWARE 





Every Ce 
Jobber’s & Salesman & 
should know— 


WHY HUBBARD POLE LINE HARDWARE AND 
PEIRCE SPECIALTIES ARE MADE FROM NEW 
ROLLED OPEN HEARTH STEEL. 


When a sleet storm hits a line, it is not the strongest 
piece nor the piece of average strength that fails—it is 
the weakest piece that causes the damage. 


The importance, therefore, of making Pole Line Hard- 
ware and Construction Specialties of a material running 
uniform in strength can not be over emphasized. 


Re-rolled steel—steel rolled from scrap, has a great 
variable factor of strength, due to the fact that it is made 
up of several classes of steel, each having different 
chemical and physical properties. 


Malleable Iron has even a greater variation. Out of a 
lot of one thousand pieces, there will be many imper- 
fect pieces, due to a wrong proportion of the original 
mix, or improper annealing, or blow holes, which can 
not be seen from the surface. 


Hot rolled steel, made by the Bessemer process, has a 
like variable factor of strength. Owing to the inability 
to control or reduce the impurities with the same uni- 
formity as by the Open Hearth Process. 


Hubbard & Company have, therefore, adopted new 
rolled Open Hearth Steel for the manufacture of their 
material. 


This steel has a tensile strength of from 55,000 to 
65,000 pounds per square inch. 


It may be bent cold through 180 degrees flat on itself 
without a fracture on the outside of the bent portion. 


Recommend ‘“‘Hubbard’’ material, it runs uniform in 


strength. 


HUBBARD & COMPANY 
PITTSBURGH 








PEIRCE _ 
CONSTRUCTION SPECIALTIES 























‘ merce meeting every week. 





that morsel till he wakes up—the 
women want ’em and the dealer can 
sell em. It’s up to your man. 

The last man I saw in Boston, be- 
fore going to Providence, was Davis 
—another one—sales manager of the 
Western Electric branch. I got some- 
thing from him that has stuck in my 
mind ever since, and the more I mull 
it over the better it sounds. Here it 
is. Paste it in your hat. Landing a 
poor account calls for just as much 
time and effort as securing a really de- 
sirable one. The difference is in the 
results. 

The more I think about that and 
what it has cost me in the past 
through not observing it carefully— 
well, I feel like declaring that from 
now on I’]l have our credit depart- 
ment make up my prospect list for me. 
You remember that concern down 
south that I schemed for so long to get 
next to, and then, just when I get ’em 
coming good—poof! Heard a good 
story along that line the other day. A 
negro had a few dollars in a bank that 
went up. He got to the bank just as 
the examiner was tacking a notice on 











Here’s the man that keeps things going 
on all six at the Matthews Electrical Sup- 
ply Co., in Birmingham, Ala. He’s no 
other than M. G. (Bill) Williams, the mile-+ 
a-minute sales manager for that com- 
pany. Bill says “No Parking” here, but he 
might just as well say “Keep off the 
grass” for all the owners of these auto- 
mobiles seem to care. ° Bill is also the 
man that livens up the Chamber of Com- 
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ESSENCE oa OF -G 


Here are a few of the 
many places where numerous 
ironing operations cannot be 
done quickly or successfully 
without the Electric 
TOMMY IRON. 


Millinery Stores 
Department Stores 

Men’s Hat Stores 

Dress Makers 

For sheer material of all 


kinds 

Children’s and Infants’ Gar- 
ments 

For Feathers, Plumes and 
Flowers 


For Schools and Colleges 


Home Economics Depart- 
ments 


For every kind of Home use 

Ready-to-wear Stores 

Women’s Specialty Stores 

Hosiery, Gloves, etc. 

Rebuilding and Renovating 
Men’s and Women’s Hats 

For Ribbons, Laces, Velvet 
and Duvetyne 

Theatrical and Traveling use 

For Laundries, Cleaners and 
Dyers 

Men’s and Women’s Tailor- 
ing Establishments 

Millinery Schools 

Leather Novelties and Felt 

ods 









There is no other Iron 
looks like it, made like it, or 
works like the TOMMY 
IRON. 








Does Every Ironing Opera- 
tion With Ease, Simplicit 
and Low Cost | 


The classes of business firms listed on the 
left are live prospects for the sale of Tommy 
Irons, and all can be reached through the 
electrical -dealer. The newness, uniqueness, 
utility and versatility of the Tommy Iron 
is proving a big salemaker. It will perform 
hundreds of pressing and ironing operations 
never before possible. Get behind the 
Tommy Iron; talk it; sell it, and capitalize 
on its popularity. Try one in your own 
home and be convinced. 

The Tommy Iron is non-competitive—it 
is in a class by itself. This means easy 
sales, steady profits and good profits to both 
jobber and dealer. Priced at $9.25 with a 
liberal discount to jobber and dealer and 
backed by an inflexible jobber’s policy, the 
Tommy Iron should be the biggest seller 
in your appliance department today. 

Live, responsible jobbers write for our 
attractive arrangement. 


“SELL ’EM SOMETHING MORE” 
- and make it Tommy Irons 


Tommy Iron 
Manufacturing 
Company 
1416-1418 Pine Street 
St. Louis, Mo. 
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Bal MAY /92/- OFMER PATENTS PENDING 1% FHE US AND FOREIGN COUNTRIES 


“Ressing ribbon bows 




















Em 


without enor 
s 


Material from ha 


© Pressin maline or 
hair braid crown 






“Pressing creases or 


wnnkles ‘out of buckram 
willow and rice net 
frames 





| 
i 
i 


mq any matenal 
las for bell crowns 
on brims. 
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Irresistible 











Lamp 


— the  after-the-holiday 
from dealers has far exceeded No- 





demand 





vember and December orders. 


The beauty and 
Lamp Ette are irresistible, 
introduced the 
grown continuously. One 
York gift 
scratch to nearly $2,000 net with- 
One Pacific Coast 
distributor has run from his initial 
half dozen to three 


gross in three weeks. 


Retails at $10 


(West of Rocky Mountains $10.50) 
Lamp and Shade Extra 


The Lamp Ette is an exquisitely designed portable 
electric bracket lamp attached to a brocade silk braid, 
to the other end of which is 


attached an ornamental 





utility of the 
Where- 
demand has 


New 


from 






ever 






shop has run 






in a month. 







order of a 






Pending. 















plaque or counterweight. 


doir mirror, 


The 
weight 


Equipped w 
cord and 


handsome c 


5634 Lake Park Avenue 














U. S. and For- 
eign Patents 


May be hung from the pic- 
ture molding or draped scart- 
fashion over the piano, bou- 


ornamental 
plaque 


THE BEAUTIFUL AND USEFUL 





~ i - “Fe 
jie <3 


the head of the 


bed or any other furniture. 


counter- 


holds the 


Lamp Ette securely in place. 


ith silk extension 
swiveling attach- 


ment plug, in substantial and 


arton, 








Liberal discounts. Write today for full information 
Colonial Lamp -& Fixture Works, Inc. 


CHICAGO 































the door. He made an awful outcry, 
of course. ‘Tut, tut,” said the exam- 
iner. “Be a man. Life is a gamble. 


Have you never before heard of a 
bank failing?” “Sure I has,” snapped 
the negro. “But dis am de fust time 
one ever bust right in ma face.” 
* * * 

Gn GETTING writer’s cramp, 

Burt, and must close as soon as I 
have given you this little bit from 
Providence. You know Boss, of the 
Boss Electrical Supply Co.? You 
wrote to him a while ago about that 
permanent factory lighting exhibit he 
has installed in his place. Remember? 

Anyway, he was telling me of a neat 
and nifty comeback for the buyer who 
is loking for special concessions and 
inside prices, something extra special 
for himself alone. This is the pack- 
age he recommends handing out in 
such Look here, Mr. Man, 
when you ask me to do that you are 
really asking me to throw away your 


cases. 


business, and I value it too highly for 
that. For if we had more than one 
price you couldn’t be defintely sure 
you are getting the lowest. So I’d lose 
your business anyway. Just think 
over that argument, Burt. 

Stopped in at the Union Electrical 
Supply Co. and got a nice order from 
Falk. That was Saturday afternoon, 
my last call and two hours on my 


































Short skirts? We'll say so! Reminds 
one of the good old summer time to see 
the “Ann Pennington” knees of C. H. 
Holden (left), district sales manager of 
Edwards & Co., and Jack Dunnick (right), 
secretary of Erner & Hopkins Co., Colum- 
bus, Ohio. ,They were up at Walloon Lake 
in Michigan last summer, and you can 
take our word for it they were too busy 
swimmin’ to do much beach parading. 
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NATIONAL 
MAZDA 


=) 




















This is one of a series of advertisements 


written by men in the field who know best the 


We Build Bus iness LA M p S way to Build Their Business Around Lighting, 


and whom experience has taught that such 


e = 
NATIONAL LAMP WORKS 
A rou nd Lighti ng . : business building is extremely profitable. 


NATIONAL MAZDA LAMPS — 
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ANYLITE PRODUCTS 


















Price $0.75 





Price $0.40 








Price $0.15 


It is an easy matter for your 
dealers to sell them some- 
thing more if they are handl- 
ing Anylite Products, and 
the dealers will stock them if 
you will draw their attention 





to the following facts: 






The Anylite Regulator is the 
only device giving any de- 
gree of light from ful] on to 
out and it only needs a dem- 
onstration to effect a sale. 


The Anylite Twin Plugs can be 
sold with almost every appliance 
as a purchaser of a new appliance 
invariably requires a twin socket 
before the purchase can be used 
conveniently. 


The Anylite Extension Socket en- 
ables the user to connect any at- 
tachment plug without removing 
the shade, while the four inch fur- 
nished with white cover makes an 
excellent candle socket. 


In a few minutes you can show the 
dealer how to increase his turn- 
over, making profit without added 
expense. 


Jobbers get in touch with us or one 
of our representatives listed below. 


ANYLITE ELECTRIC COMPANY 
FORT WAYNE, INDIANA 


Representatives: 


A. Hall Berry, 71-73 Murray St., New-York City. 
Paul W. Koch & Co., 19 S. Wells St., Chicago, 
U. S. Electric Co., 710 Polk St., San Francisco. 
John Winkler, 141 E. 4th St., Cincinnati, Ohio, 
S. E. Wiedemer, 5822 Central St., Kansas City, Mo. 

















hands till train time. Falk had his 
men in for a sales meeting and in- 
vited me to listen in. Glad: I did, for 
they had a bang-up meeting. 

Must make this New England trip 
again soon and may get some more 
good dope for you. Regards to the 
wife and kids, and ‘write me at Balti= 
more—the usual address. 

Yours, 
BILL. 

P. S.—The more I think about it 
the surer I am that that stunt Davis 
told about of calling on the town dig- 
nitaries is his own, although he did try 
to make it appear that he was talking 
about some one else. I may be wrong, 
but I’ll gamble. 








Selling at a Profit 


By Art. J. Selzer 
General Sales Manager, B-R Electric Co:, 
Kansas City, Mo. 


N CONSIDERING . the question 
I whether a universal decrease in 

business should be met by decreas- 
ing salaries and eliminating part of 
the sales force, it is impossible to come 
to any conclusion until all commercial 
organizations are operating on a nor- 
mal and sound fundamental basis. 

By this I mean that every business 
man today will tell you that his or- 
ganization is losing money, and, when 
you ask him the reason, he will tell 
you that his rate of operation is 
greater than his gross profit rate. 
Therefore, I make the statement that 
all business is fundamentally wrong, 
and cannot-thrive until the gross 
profits are greater than the operating 
expense. 

To one not experienced in the sale 
of electrical supplies during the past 
year; his immediate answer to our sub- 
ject would-be:. “Reduce your operat- 
ing expensé until it is smaller than 
your gross profits.” This is impos- 
sible for three reasons. First, it was 
shown at a recent meeting of the Cen- 
tral Diyision of the Electrical Supply 
Jobbers’ Association that most jobbers 
were handling the same tonnage they 
shipped during the same period of 
1920. Second, evéry jobber received 
more individual orders in 1921 than in 
1920, although they were considerably 
smaller in value per order. Third, 
their quotation departments made a - 
great many more quotations than they 
did a year ago, cei buyers did 
more shopping. 

So with the above three facts in 
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The Arrow Toggle Switch— 


Its Advantages: 








1. Metal handle is supported on yoke 2. Handle and locking collar of the 

—accidental blow. on handle is same finish as the plate and can 
be removed readily for refinishing 
to match plate, insuring a neat 





taken up by voke and not reflected 


oa to switch mechanism. appearance. 
The Toggle Switch often provides a satisfactory Every_Contractor-Dealer knows that Toggle 
way to switch a light on or off, when the usual Switches have added to the convenience of 


method of pushing a button would be inconvenient. 
It also has the attraction of novelty. 


The complete line of Wiring De 


modern wiring devices. 
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Safety Valves will save 





made of fibre the thickness of that used in fuse casings? 


That is just what happens to fuses that are not constructed to let 


the pressure of gases escape quickly when there is a blowout. 
blowouts, especially if caused by short circuits, 


| What would happen if the boiler of a railway locomotive 
' 
i 
} 
il 
a presstre higher than that carried by locomotives. 

| 


escape before it has time to do any damage to 


HII TRADE MARK. 


RENEWABLE 


“Union” Renewable Fuses 
are now built with four 
safety valves on each end. 






These safety valves consist of small vents or holes in the 
metal washers, but without a hole in the leather washers. So 
you see, when a link blows the pressure lifts the leather 
washers enough for gases to escape, yet not sufficient to 
permit any flame to pass. 


Simple, isn’t it? So simple it’s a wonder no one ever 
thought of it before. Yet, it will save thousands of fuses 
from being blown to atoms. ‘“‘Union’’ Fuses have many other 
valuable features found in no others—features that make 
them the cheapest fuse on the market to use. 





“Union” Fuses, both Renewable and Non-Renewable, are for 
sale by all leading jobbers and dealers. They are approved in 
the very highest degree by the National Board of Fire Under- 
writers, 








New 96 Page jCatalog on request 





The “Union” saves more than ANY 
other renewable fuse 

















Chicago Fuse Manufacturing Co. 


Cut-Outs, Fuse Plugs, 
Automobile Fuses, Renewable and Non-Renewable Enclosed Fuses. 


ICAGO NEW YORK 


: «TINA. 


Manufacturers of Switch and Outlet Boxes, 
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Thousands of Fuses 


frequently c 


We have at last discovered a way to let the pressure of b*owouts 
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mind it is apparent that it is impos- 
sible to reduce an office organization 
to any noticeable extent and still give 
intelligent service to the trade. On 
the other hand, the jobber cannot 
eliminate any part of his sales depart- 
ment because their efforts today are 
more necessary to produce business 
than they were a year ago. I have 
heard also that some electrical supply 
houses have reduced salaries through- 
out their entire establishments, but the 
cost of living has not declined suf- 
ficiently to warrant a reduction of 
great enough proportions to affect the 
operating expenses to a marked de- 
gree. Therefore, the only solution I 
can see to this whole situation is to 
sell merchandise at a profit that will 
take care of the overhead. 

The criticism of the above state- 
ments ‘will probably be that a legiti- 
mate profit cannot be secured because 
of the competition. But I ask what 
exists in the competition of today and 
of a year or two ago. It is true that 
several months ago jobbers were 
handicapped by heavy overstocks of 
merchandise in competitors’ ware- 
houses, but today these have practi- 
cally been absorbed and every one 








This familiar face among electrical job- 
bers belongs to J. C. Davidson, manager 
of the electrical department of the Hendrie 
& Bolthoff Mfg. Supply Co., Denver, Colo. 
Davie is an old timer whose experience 
harks away back to the antediluvian days 
of the electrical industry—the days when 
vacuum cleaners and washing machines 
were still to come. He’s still going strong, 
though. 

















DO YOU KNOW 
THAT THE 


SLIP JOINTS 
OF 


WiREMOLD 


FLAT PIPE 





ELIMINATE 
THREADING 
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The Duncan Model M2 A. C. Watthour 
Meter is fast becoming the most popular. Its 
friends are legion, not.only in the United States, 
Canada, and the various countries of South 
America, but in Spain, Italy, South Africa, 
China, Siam, Japan and Australia. 


The number of meters manufactured and sold 
during the past year was the greatest in our his- 
tory, and while business conditions just now are 
not as good as they have been, yet it is most 
gratifying to know that the making of new 
friends for the Duncan Meter continues apace. 


It is the only meter that maintains its remark- 
able accuracy under all commercial conditions 
involving changes in pressure, power factor, 
wave form, temperature and alternations—in 
short, it represents that ideal combination for 
which meter engineers have been striving for a 


quarter of a century. 


Duncan Electric Mfg. Co. 


Lafayette, Indiana 














should be down to a normal stock 
basis. 

The whole trouble with all of us 
today is that we have lost our nerve 
and have ceased to compel our sales 
departments to SELL our merchan- 
dise. There is not a salesman who 
is as loyal to his price book as he was 
in 1915, although we will all admit 
that the competition today is similar 
to that of past years. Our manufac- 
turers have also lost their nerve in 


| their anxiety to keep up their 1920 


production, and they must get down to 


' a sound business basis and depend 
| more on sales efforts and advertising 
| to sell their merchandise. 


Let me cite an example of one of 
our suppliers, who has disregarded the 
wild competitive condition which ex- 
isted a year ago in the storage-battery 
field, and started a national advertis- 
ing campaign with the result that our 
sales on this specialty were greater 
for nine months of 1921 than the en- 
tire year of 1920, and our profit rate 
was equal to that of 1920. Of course, 
I realize that this is a specialty and 
differs somewhat from standard elec- 


| trical merchandise, but the point I 


want to present is the iron nerve of 
the manufacturer in formulating a 
sales policy and adhering to it. 
Therefore, my answer to the ques- 
tion of ‘““How can we reduce our ex- 
pense” is simply this: Sell your mer- 


| chandise at a profit which will cover 
| your overhead; then, if your sales de- 


crease, you can reduce your organiza- 


_ tion accordingly. But as long as we 


sell merchandise simply to make sales 
regardless of profit we can expect to 
lose money, because our organizations 
must be maintained in proportion to 
our sales. 

So in conclusion, I want to say that 


| our company intends to merchandise at 
_ a profit which will cover our overhead, 
| and if all jobbers will do likewise, I 





feel positive that they will success- 
fuly meet the universal decrease in 
business without decreasing salaries or 
eliminating part of their sales forces. 





Industrial Heating Courses 

Starting Feb. 6 courses in indus- 
trial electric heating are being given 
at the Mansfield (Ohio) factory of the 
Westinghouse Electric & Manufactur- 
ing Co. and the Pittsfield (Mass.) 
works of the General Electric Co. The 
courses are for power engineers of 
central-station companies and will run 
for two weeks. 
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‘‘Man, What a Plier!’’ 


That's the tribute an “old-timer” paid to a plier 
stamped with the Klein mark—that’s the kind of reputa- 
tion 65 years of quality tool-making has built. 


Hammer-forged from the finest of special bar steel— 
Splicine Clamps carefully tempered knives—handles with just the proper 
Sleeve "Twisters “spring —rigid factory inspection—no wonder Klein 


a Pliers are the standard! 
ool Belts 
Safety Straps Equip your gang with sturdy, dependable tools. Buy 

Lag Screw Wrenches Klein Pliers 

Wire Grips F 

Tree Trimmers 

4 aha Above is reproduced the second ad of Klein’s 1922 campaign to 


Staysalite Torch the electrical trade. Klein products are worth bragging about! 
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QUALITY PLUS LOW PRICE 


Is Being 
Demanded this year 


The jobber’s salesman who can offer his dealers 
high-class, efficient, profit-paying electrical mer- 
chandise in 1922, is the man who will make his 
quota. The public is demanding a ful! dollar in 
value for 100 cents expended. Can your stocks 
meet these exacting demands? 











TUCKER’S NICKEL-PLATED HOT PLATE 


offers you_the opportunity to successfully cope with this 
situation. It is a real, one-burner, electric range and can be 
used either with the stand (shown in illustration) or substi- 
tuted for the grate on a gas range. It requires little effort 
to sell and turns rapidly. This holds true also with Tucker’s 
heating pads and violet ray machines. 


P. $.— [Sell’Em 
The Tucker Mfg. Co. Cleveland, Ohio 























pYERY person connected with the selling end of 

the electrical industry will find something of in- 
terest, something worth reading, in every issue of 
THE JOBBER'S SALESMAN 


The sales experiences of some of the leading men in 
the industry will prove interesting and instructive to 
many. Various other features will be well worth read- 
ing each month. 


We want you to become a regular reader of THE 
JOBBER's SALESMAN 


Send a dollar for a year’s subscription. 























L’Invoi (After Rudyard K.) 
By F. S. Weston 


When the Earth’s last order is taken, 

And the records are closed for the 
years, 

When the calmest S. M. is all shaken, 

And the Credit Man’s hung by his 
ears, 

We shall sell what we please where we 
want to, e. 

With no territories to mind. 

And no one shall beat us on prices— 

There’ll be only ‘one brand of each 
kind. 


And we'll travel celestial dominions, 

And how the old Prophets will stare. 

Umbrellas for all Noah’s minions, 

And brushes for Comets’ hair. 

We'll sell marcel wavers to the angels, 

Electric halos to Peter and Paul. 

Why, we'll double from planet to 
planet 

And never grow weary at all. 


And none but the Master shall shame 
us, 

For accounts that we lose in the stars; 

And only his judgment shall blame us 

For “expenses” from Saturn to Mars. 

And no one shall render a route list 

But each, until Judgment Day, 

Shall sell for the joy of selling 

To the towns on the Milky Way. 





Novel Heater Display 


A unique method of stimulating 
sales of-electric heaters was tried out 
recently by the Montana Power Co. in 
Butte. A line of heaters mounted on 
pedestals, waist high, was placed 
along the outer edge of the sidewalk 
in front of its building. During the 
recent heavy storms the line of 24 
heaters gave out a constant flow of 
warmth despite the wind, sleet and 
snow, and demonstrated their efficiency 
and reliability. 

Display cards in the .company’s 
show windows explained different fea- 
tures of the heaters and the statement 
was made that the cost of operating 
the heater was only 6 cents an hour. 





Open Long eabinid City Branch 


The Starobin Electrical Supply Co., 
Twelfth street and Fourth avenue, 
New York City, has opened a branch 
at 173 Hunter avenue, Long Island 
City, New York. Besides stocking h 
general line of electrical supplies at 
the branch warerooms, the company 
has put in stocks of commercial and 
residential lighting fixtures. 
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Radiant Light and Heat 


are Nature’s most efficient remedies for 
the relief of pain. Experts in electro- 
therapy know that the proper effects are 
realized only when the light source pro- 
duces rays that penetrate and the rays 
are so reflected that they retain this 
power. 


All of these essentials have been: care- 
fully worked out and perfected in Ther- 
molite, with the result that it produces 
radiant light and heat, having suitable 
therapeutic properties. Thermolite should 
not be confused with appliances in which 
these important scientific facts have had 
but little consideration. The medical 
profession has given Thermolite unbiased 
cpmmendation and recommends it for 
home treatment of aches, pains, sprains, 
etc. 


_ If you are not now carrying Thermolite 
in stock, write for our literature and 
dealer proposition at once. 


H. G. McFADDIN & CO. 
37 Warren Street New York City 




















Jobbers’ Salesmen 


You need not be an M. D. to know 
that heat and light are among the 
greatest little cure-alls known. 

THERMOLITE isa scientifically 
designed heat and light giver that 
the public buys readily and finds 
highly beneficial. 

There should be a THERMO- 
LITE in every home electric. 

Therefore THERMOLITE should 
be in every dealer’s stock. 

Any child can operate it. Any pain 
yields to its treatment. As safe as 
sunlight. TRY IT in your own 
home. 

Do your dealers realize its sales 
possibilities? 

Arrange a “still” demonstration of 
this ight for your dealers’ windows. 














The Modern Relief for Pain 
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A NEW AND PROFITABLE 
LINE FOR JOBBERS 


Electrically Illuminated Flow- 
ers in many designs 











Tulips Orchids 
Roses Poppies 
Geraniums Poinsettias 
Lilacs Hydrangeas 


Made up in very attractive 
floor and table decorations. 
These quick selling special- 
ties contain the best mate- 
rials. The lamps used are the 
General Electric 
celebrated “Maz- 
da’”’—the best lit- 
tle lamp on the 
market. Attach. 
ment plugs are the 
two-piece kind. Ca 
Silk cords go with ; 
each unit. “Take 
well” in hame and 
club. Each bas- 
ket shipped in a Send for New Catalog 
corrugated box. Special Discount to Jobbers 


Electrical Decorative Flower Co., Inc. 
140 West 116th Street New York City 








~ Why Not Send For Your Copy? 


We're waiting to hear from all you salesmen and 
sales managers because we have a new Bulletin 
No. | which has lots of information that will help 
you get some good business. 


“Glass Insulators for Power Lines” 


is its name and it’s written so you can under- 
stand every word. It will give you a new line 
of attack and help you land some business in 
glass insulators up to 33,000 volts. 


Drop us aline. We'll send 
enough copies to go around 


Hemingray Glass Company 


Offices and Factories 
Muncie - Indiana 


Manufacturers of Glass Insulators since 1863 

















Faith in the Code 


(Continued from page 12) 


The code was designed, Mr. Corri- 
gan points out, and it has been 
amended at various times, for the pur- 
pose of making electricity safe, even 
fool-proof. Most of the objections 
and arguments have been in connec- 
tion with its fool-proofing provisions. 
If we could be assured of the intelli- 
gence and good faith of all manufac- 
turers, installers and users of electri- 
cal equipment, the code would affect 
us about as much as the Koran. But 
it so happens that men are ignorant 
and selfish and careless. The code is 
designed to compensate for ignorance, 
to control selfishness and to minimize 
the tolls of carelessness. 

It is a remarkable thing about the 
code that while it was designed as a 
fire-prevention measure and has for its 
ostensible purpose the reduction of fire 
hazards and fire losses, its chief value 
and the idea always before those 
who frame and enforce it—is to pre- 
vent personal accidents and loss of 
life. In talking to Mr. Corrigan I do 
not recall that he ever mentioned the 
money value of the code, but he did 
say, “The loss of a single life any- 
where would not compensate for low- 
ering standards of installation costs.” 

And I have to agree with him—not 





as a humanitarian, but as a business 
man. The growth of electric service 
has been rapid because electricity is 
safe. The public has learned to trust 
the appliances and controls made safe 
by code, which they commonly use in 
their homes. Children operate electric 
switches and cleaners and table heat- 
ing appliances just as they operate 
water faucets and lawn sprinklers and 
water coolers. And this merited con- 
fidence in the safety of electricity is 
what underlies the great sale of all 
popular electrical utilities. Moreover, 
it makes possible the sale of all the 
generating, distributing, transforming, 
switching and wiring equipment which 
makes the household appliances pos- 
sible. 

Safety—not fire prevention—is the 
foundation of the code. Take safety 
from electricity and you take away 
also its popular saleability. 

Responsibility for the code rests 
upon every man in the electrical in- 
dustry—and especially upon jobbers’ 
salesmen. It is in force by mutual 
consent. It can be improved, as laws 
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Efficient Electrical Catalog Service 
Unified Responsible 


HE successful compiling of electrical supply jobbers’ catalogues is a work of 
infinite detail. The mechanical production—typesetting, printing, and bind- 
ing—is the simple part. 


Economical Continuous 


Every jobber who has compiled his own general catalogues in the old-fashioned, 
home-made way, will recall the nightmare of toiling for months under an over- 
load of endless correspondence with the manufacturers, the compiling and revising 
of the copy, the collecting of the engravings, the reading of the proofs, the check- 
ing of the lists, and the compiling of the indexes. He represents 200 or 300 
manufacturers, and he always found that some of them were just about to change 
designs or lists as he was trying to close the catalogue for the press. Or some new 
products were about to be offered that “surely should be included in the cata- 

















logue.” 


things ‘‘on the fly.” 


To lift this load from the jobbers’ shoul- 
ders, the Donnelley Supply Catalogue Serv- 
ice was organized, and for upwards of 
twenty years has been developing improved 
methods of handling the work. 


It has required the investment of many 
thousands of dollars and years of constant 
study to develop the intricate smooth-run- 
ning organization that is required to pro- 
duce catalogues of the Donnelley standard. 
Such an organization could not be dupli- 
cated in a year or two, nor without a very 
considerable investment. And with no less 
skillful organization could electrical supply 
catalogues of equal quality be issued so effi- 
ciently, so easily, so rapidly, or so econom- 
ically. 


Nor would it be possible for the Donnel- 
ley organization to offer the same advan- 
tages to jobbers of electrical supplies, if it 
were not for the fact that Donnelley’s com- 
bine much of the selling, supervision, and 
production of electrical supply catalogues 
with the production of a very much larger 
volume of catalogues for jobbers of mill 
supplies, machinists’ supplies, plumbing 


He realized that he was not working with something set and fixed, but 
in an industry in a constant state of expansion and change. 


He had to catch 


supplies, and automotive accessories, there- 
by effecting economies that would be quite 
out of the question if electrical supply cata- 
logues alone were being compiled. 


It is possible for a jobber to outline his 
whole selection of goods in a day or two un- 
der the Donnelley plan; and thereafter the 
compilation of his catalogue goes forward 
with so little demand on his own time and 
attention that he can easily forget that the 
handling of the endless details is still being 
done. 


For the jobber who wishes to give his un- 
divided attention to his business, without 
having to worry over the compiling of his 
catalogues, the Donnelley service offers ad- 
vantages that are only possible through 
vears of experience, and through an un- 
divided, efficient, responsible, and continu- 
ous organization, supported by unlimited 
mechanical facilities of the highest standard. 


There are still ways in which a further 
concentration of catalogue work in the 
hands of the Donnelley Catalogue Depart- 
ment micht effect additional advantages to 
the electrical supplv jobbing trade. 


R. R. DONNELLEY & SONS COMPANY 


731 PLYMOUTH COURT 


CHICAGO, U. S. A. 
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AJAX No. 33 ‘PLUG 


Center socket built so lamp hangs in position intended. 
Shade can be attached without interfering with other 
attachments when connected with AJAX No. 33 
PLUG. Screws in flush receptacle without in- 

terfering with door. 








Packed in in- 
dividual boxes. 
Assort with 
No. 22 to get 
quantity dis- 


A. HALL BERRY ‘ 
71-73 MurraySt. = & 
New York, N. Y. + 
|. A. BENNETT ff CO. * 
112 W. Adams St. = 
Chicago, Ill. 


count, 


% 





$1.25 Each—3 For $3.50 











AJAX 3-WAY PLUGS can now be 
secured from jobbers in every large city 
in the United States. Get the habit of push- 
ing AJAX ELECTRICAL PRODUCTS—They 


satisfy. 


AJAX ELECTRIC SPECIALTY CO. 
1011 Market St. ST. LOUIS, MO. 


E‘ectrical Sales Co. Barnett Sales Co. 
56 Natonia St., 229 Lumbermen’s Bldg., 












San Francisco Portland, Ore. 
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The Policy of the 
Burton-Rogers Co. 


in merchandising 


Hoyt Electrical Instruments 


is to offer in all of its advertising the simplest 
and the most thorough sales helps. 


Among our publications are two pamphlets: 


‘‘Hunting Down Electrical Troubles’’ 
“The Cadmium Test” 


Both dealing with automotive electrical testing; the one 
for general work, the other for storage battery work. 


Write for these and learn the many ap- 
pealing advantages in selling electrical 
instruments in a rapidly expanding field. 


BURTON-ROGERS CO. 
755 Boylston Street Boston, 17 Mass. 


























are improved, by amendment and addi- 
tion. 

The trouble at this time is that too 
many biscuit-fed bolsheviki are ranting 
around, breathing damnation and de- 
struction to the code. Too few are 


| offering constructive criticism. And 


according to Mr. Corrigan, what we 
need is a little more of the old-fash- 
ioned conservatism in talking and 
thinking on this subject. He deplores 
the prevalence of the Russian method 
of tearing the tar-wadding out of a 
sound old institution, which the code 
indubitably is, until we have some- 
thing better. -He’s for reform, not 
revolution. 


Which brings us back to my sermon 
on “Faith” which I started a few 
pages back. 

The rank-and-file of the electrical 
industry must accept and defend the 
code, on faith. Very few of us can 
help revise or reform it. All we can 
do is to “stick up for it” as it is, and 
hope that it will gradually be made 
better. We must “take it on faith” 
and be willing to fight for it. Espe- 
cially must we be willing to fight for 
it against the yip-yaps who are offer- 
ing to substitute chaos for the code. 





“Where Do We Go From 
Here?” 
By G. A. Antrim 

Some fellows you know are New 
York bound; others seem to just stick 
around. When sales contests are 
started out, some fellows always rave 
and shout. Just watch me cop off 
the grand prize. They tell the world. 

About the third week their sales 
are undersized; they don’t seem to 
care much about the prize. Many 
things are they required to sell, which 
takes their time—and oh, hell, I never 
could sell cleaners anyway. About 
the third week you hear them say— 
Just start a contest on wire, poles, 
or street lighting; then you'll see me 
always fighting. But that’s the same 
old bunk. . 

Honest, fellows, some one should 
win this prize. Let’s not have the 
boss criticize, but this contest is fall- 
ing flat, and surely you don’t want it 
to do that, so this next week start out 
anew, and really see what you can do 
—course the time is short, you must 
work hard; we’re betting now on that 
last card. 

Oh, boy! Our rep depends on you. 
Do we want orders? I’ll say we do! 























EVERY DETAIL 
HAS BEEN EXECUTED 


Before the Beardslee “C” Line of 
artistic moderately priced home light- 
ing equipment was placed on the mar- 
ket every detail was patiently execu- 
ted, and during the succeeding 12 
months, thoroughly tried. Every 
process of manufacture, the assembly, 
the wiring, the packing and even the 
label were carefully scrutinized to pre- 
vent any hitch in the plan—jobber dis- 
tribution, of quality home lighting 
equipment packed in strong unit car- 
tons. The results have more than sur- 
passed expectations and justified the 
careful preparation. More than fifty 
jobbing houses now sell this stand- 
ardized line of artistic lighting equip- 
ment for the home. Special catalogs 
are furnished. You had better write 
for full particulars now. 


Beardslee Chandelier Mfg. Co. 
218 So. Jefferson St. 
CHICAGO, ILLINOIS 
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TRADE a "MARK. 


“AMERICAN BRAND® 
WEATHERPROOF WIRE AND CABLES 


HAS NO EQUAL 


“AMERICAN 
BRAND” 


Weatherproof and 
Bare Copper Wire 
and Cables 


“American Brand” 
Weatherproof Wire is 
mechanically perfect in 
every respect. 














On an average daily 
test for the past 19 
vears, has met the re- 
quired weights per 
thousand feet within 
less than 1 per cent va- 
riation. 

Made in strict ac- 
cordance with the rules 
of the National Board 
of Fire Underwriters 
and its use is approved 
by that board. 

Recommend “Ameri- 
‘an’ Brand” Weather- 
proof Wire for it has 
insured the user of sat- 
isfaction, economy and 
durability in every re- 
spect. 

Send for your sam- 
ple and satisfy yourself. 


American Insulated 
Wire & Cable Co. 


CHICAGO 


















“AMERICAN BRAND” 


WEATHERPROOF WIRE AND CABLES 
HAS NO EQUAL 

















Sell "Em Something More 


(Continued from page 10) 


dealers. A speech was prepared for 
delivery at meeting of dealers, the 
most important points brought out 
being: 


The dealer does not have to hunt for 
customers. Every car owner that comes 
along is a prospect. 

It is easy to sell because the price of 
any item of equipment is low in compari- 
son to its usefulness. 

A stock of merchandise costs very little. 

The seasons help rather than hinder the 
sale of this merchandise. 

The dealer does not have to have special 
salesmen, because an intelligent boy at the 
curb pump, a stenographer in the office or 
a mechanic in the shop can make sales. 

There is no great competition, as there 
is in automobiles. 

When a man buys a piano or a house le 
passes out of the market. When he buys 
an automobile he comes into the automo- 
tive equipment market and never goes out 
as long as he owns the car. 

There is a greater possibility of getting 
cash for automotive equipment than for 
anything else the dealer sells. 

The profit on automotive equipment is 
more than he can make on any other thing 
the dealer sells. 


We tell the jobbers’ salesmen when 
we endeavor to sell them this idea 
that the way to sell it to the dealer is 
to tell him and then show him. The 
dealer will likely say: ‘That is all 
very fine, but my business is different, 
my customers are different, my build- 
ing is different, my family is different, 
my politics are different. Your idea 
may be all right, but”— 

The way to sell him this idea is to 
show him, and the way to show him is 
to take something he has in stock and 
sell it to the first man that comes 
Demonstrate what you are 
him. Many, many 


along. 
trving to sell 
salesmen have been and are doing that 
thing. 

The second phase of this work is a 
direct appeal from the association to 
the dealers, who have been keen to 
take up this idea. For years they 
have been told that they could make 
money if they would sell automotive 
equipment. A great deal of merchan- 
dise has been sold to them, and in in- 


numerable instances dealers have come - 


back by saying that they could not sell 
it to car owners. It ought to sell, yet 
the dealers were telling the truth be- 
cause their definition of the word 
“sell” was to take the merchandise off 
the shelves when some one asked for 
it. Today we go to these dealers and 
tell them they can;make money out of 


autometive equipment by asking peo- 
ple to buy it. 

In order to facilitate this work we 
have published a booklet which is 
practically a text book on the subject 
of merchandising automotive equip- 
ment. After a jobbers’ salesman has 
talked with a dealer and endeavored 
to sell him this idea he can make a 
dealer want a booklet of, this kind. 
He can then leave one of these book- 
lets with the dealer and keep the idea 
working. 

Some one asked why the jobber 
was asked most of the work of edu- 
cating the dealers. It is_a very fair 
question. Since this merchandising 
work was started the representatives 
of the jobbers have been asked to help 
because these salesmen are the logical 
men to do the most effective work in 
the least possible time and with the 
least additional effort and expense. 
Another point is that to,the man or 
house that serves in this: work comes 
the reward for the effort that is.put 
forth. That seems an eminently fair 
result—that he who serves should gain 
the reward for that service. 

But the manufacturers have helped, 
too. Many, many times dealers: have 
read wonderful stories or advertise; 
ments about the quality of a product, 
what a great factory it was manufac- 
tured in, how beautifully the board of 
directors combed its whiskers, and, in 
fact, everything except how the deal- 
ers could make a profit t..rough sell- 
ing that product, and that is the only 
thing they really give a hoot about. 
So the manufacturers who put out tons 
of literature and use lots of advertis- 
ing space were asked to tell specific- 
ally the story of how dealers can make 
money by selling their merchandise, 
and to shape their advertising policies 
with this point in view. It is utterly 
useless to put merchandise on the 
shelves of dealers if they are incapable 
of getting it off. 

Within the short six months that 
this merchandising campaign has been 
in progress the results have been re- 
markable. At first there were only a 
few dealers who were interested, but 
as, the work gained momentum dealer 
after dealer took up the idea, until 
now there are many in the United 
States and Canada that are “asking 


‘em to buy.’’ There are numerous in- 
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HE Appleton Electric Company announces that 
they have acquired the patents and sole manufac- 
turing rights to all the electrical and automotive 
specialties formerly owned by the Anderson Elec- 
tric and Equipment Company, of Chicago. 


These include the “AutoReelite” — the Spotlight 
on a Reel—widely and favorably known among 
the motorists of America and other countries as 
the only combination Spotlight, Trouble-light 
and Portable light on a reel, also the “Reelite” — 
the ideal flexible industrial lighting unit. 


With the vastly increased resources and manu- 
facturing facilities afforded by our large plant, we 
will endeavor to maintain and improve the high 
quality of these products and continue the 
manufacture along with our regular line of “Uni- 
lets” —Steel Conduit Fittings—and other well-known 
Appleton Products. 


APPLETON ELECTRIC COMPANY 


GENERAL OFFICES AND FACTORY 
1701-13 Wellington Avenue at Paulina 
CHICAGO 
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est of Rockies, $2.25 


In Canada, 
$3.00 











Electric Stove 


The “Little Chef” is the answer to the long ex- 
isting demand for a small electric hot plate—and 
the right answer, too. It is a* perfect little Table 
Stove, with a Heating Element equal to any on 
the market. The “Little Chef” is one of the few 
electrical appliances that will boil water in an open 
container! Cold Rolled Steel, Copper Coated, 
Nickelplated and polished to a high lustre. Handsomest 
little electric stove made. Write for full specifications, 
We protect the jobber on price. 


THE W. B. McALLISTER CO., CLEVELAND, OHIO 





func: 


Performs 
tion of a large electric 
range, boils, frys, stews, 


every 


toasts; heats an iron, 
or water for shaving. 
Ideal for popping corn. 


-ment. 











GUARANTEED 


Not for Merely ONE Year, but 


For the Life of the Clock! 


Which Is Many, Many Years 






The 
Mercury 


Automatic 
Time Switch 


Is the simplest device of its kind 
ever produced, 
A MERCURY CONTACT 
IS THE SECRET 





It eliminates all friction, arcing and corrosion. 
Many strong selling points, and we protect the jobber always. 
Prompt Service—Liberal Discounts. 
Send for Literature. 


Mercury Time Switch Co. 


31 E. Woodbridge St. 
Detroit, Mich. 


Eastern Representatives 
Manufacturers’ Distributing Co., 169 Greenwich St., New York City 


“Sell ’Em Something More’”’ 








stances of dealers tripling their equip- 
ment business, and not a few have run 
their sales up from $20 to $1000 a 
month the third month after the job- 
bers’ salesman sold them the idea. 


. Statistics are now being gathered 


which will give actual figures .on the 
increased sale of automotive equip- 





Selling "Em Something 
More 


(Continued from page 10) 

in to Crosby’s shop to buy twelve 
headlight heaters. The salesman asked 
what they were wanted for, and 
learned that the merchant intended 
heating his store with them. “Nothing 
doing,” declared Ben, and showed that 
such a method would cost the mer- 
chant $800 a month, besides being un- 
satisfactory. He didn’t sell those heat- 
ers, but later on he “Sold Him Some- 
thing More.” 

Against this incident is the case of a 
salesman in a Rochester store, who 
told a customer that a heating pad re- 
quired 500 watts, and another in a 
lighting company office who said an 
electric water heater would operate 
for $2.50 a month. Neither man knew 
what he was talking about; both sold 
dissatisfaction. It is a cinch that, 
with such blockhead salesmanship, 
nobody can “Sell ’Em Something 
More.” 

Kuowledge of the goods, convenient 
display, and the policy of selling what 
will best serve the customer is giving 
Crosby a tremendous lot of “more” 
business. A woman saw one of these 
traveler's utility flatiron outfits, which 
include a hair curler, and wanted to 
buy it. Crosby found that she really 
wanted only a curling iron. The im- 
mediate sale was less, but during the 
Christmas holidays that woman re- 
turned to Crosby’s and bought several 
hundred dollars’ worth of stuff which 
she ordered shipped to her home in 
New Rochelle. That’s the way he 
“Sells "Em Something More.” 

A man came in to buy an electric 
kettle; Crosby found he wanted it to 
heat shaving water, so he sold him an 
immersion heater. A woman came in 
to buy an immersion heater to warm 
the baby’s milk; Crosby explained that 
milk burns fast to such a heater and 
sold her a standard milk warmer. 
Both these customers, being intelli- 
gently served, came back—and Crosby 
“Sold "Em Something More.” 
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WYNKOOP HALLENBECK CRAWFORD CO. 











A square plug cannot fill a round hole 


Fitness For Its Purpose 


feet many fathers or “‘fashioners” of Electrical Supply Jobbers 
catalogs (sometimes the advertiser and sometimes the printer ) 
have striven for originality to such an extent that they have achieved 
freakishness. Some have been ultra dignified, or “stiltedly” con- 
servative. Others have spent money and effort to accomplish a 
superlative degree of mechanical excellence; while still others, 
catering to their own vanity or personal tastes, have produced what 
they liked to feast their own eyes upon, losing sight of the real 
objective, the fact that it is the recipient’s palate which it is 
essential to please. 

In recent years, the buyer of catalogs has had repeatedly urged upon him the 
large equipment of this printer, the quality of workmanship of that printer, 
the dispatch with which the other printer completes his product, or the 
economy of another, and still another dwells on the service he renders. 

Now, while various printers feature one or more of these different items, our 
organization and establishment can justly claim all of them in a large 
measure. 

But, what we want to emphasize is the importance of “fitness for its pur- 
pose,” and the attention we give to it in all the component parts of an Elec- 
trical Supply Catalog. 

In view of the large percentage of catalogs that are mediocre in character 
from the standpoint of conception as well as mechanical treatment; and 
which, because of the deficiencies in either or both make the resultant product 
either fall short of its mission or else be merely an expense, it behooves the 
Electrical Supply Jobber to select a printer who senses the vital necessity 
of compiling work that “‘fits its purpose,” and who has the ability to produce it. 
It has remained for remarkably few printers to put into tangible form the idea 
that “fitness for its purpose” should be the prevailing thought in the creation 
and production of a catalog. 

If there is one thing more than another that marks our work, it is caused by 
this idea, which is predominant in the minds of those comprising our organi- 
zation—i.e., “fitness for its purpose.” 

Would you like to have a representative call who can plan intelligently with 
you on your Electrical Supply Catalog problems? 


“Printing Headquarters” 
Compilers and Printers of Electrical Supply Catalogs 
THE COLUMN al UNIT CATALOG 
NATIONAL STANDARD SIZE 


80 LAFAYETTE STREET 





NEW YORK CITY 
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entury Toaster 


Toasts 
Two 
Slices 


on 


Both Sides 
at Once 


















No clips to slip 
Bread under 


Tray Included So No Heat Can Reach Table 


Patented Replaceable Elements 
Sanitary, Rigid and Easily Cleaned 


CENTURY MANUFACTURING CO., Inc. 
Elizabethtown, Pa. 











Signlite for Signs 


Signlite is a new concentrated filament 
vacuum lamp for signs. It is rated and 
guaranteed not more than 10 watts. It 
\ gives brighter and better light because 
of the concentrated filament. It saves 
\ power and reduces lighting bills. 


















\ Whatever your customer requirements 
\ “Signlite Fills the Bill.” 
Made in clear, blue and frosted bulbs. 
It is rugged and will stand up. 
| Write for discounts today. Get in on 
/ one of the biggest propositions of the 
J year. 
Manufactured exclusively for 


SAVE SALES COMPANY 


261 Broadway - NEW YORK CITY, N. Y. 


Concent Filament Vacuum Lam Ps for Sigos 

















Percival Stern 
(Continued from page 23) 


but this was disposed of in 1908. The 
business continued to grow rapidly 
until in 1912 the company was re- 
organized and Mr. Stern came into 
control as president. Since then two 
other branches have been established, 
one in Shreveport, La., and one in 
Birmingham, Ala. These branches, 
like the parent organization, have 
progressed until now the company has 
grown to the point where, in the place 
of doing a $169,000 business in 1903 
the Interstate Electric Co. in 1920 
did a business well in excess of 
$5,000,000. 

The company, besides traveling of 
sales force of about 60 men in the 
southern states, also has four men cov- 
ering Central and South America and 
the West Indies. 

* * # 

“T always have been a firm believer 
in progressive ideas,” asserts Mr. 
Stern, “and have been constantly in- 
stalling all types of labor-saving de- 
vices for both stockrooms and offices. 
I just recently installed a service de- 
partment in which not only stock rec- 
ords are kept and shipments priced 
but at the same time entries are made, 
quotations given to customers and in- 
formation tabulated regarding the 
stock of cach device on hand.” Full 
details of this new plan are later to 
be promulgated among the electrical 
jobbers of the country through the 
trade press. 

“T am a firm believer that business 
can be built up only on straightfor- 
ward and honest principles, and any 
employe digressing from this policy 
and misrepresenting facts to customers 
or knocking competitors is summarily 
dismissed. 

“As an illustration to prove this 
statement I am reminded of an in- 
stance in my early business life when 
a then prosperous business man told 
me I was foolish to allow myself such 
a small profit on a certain bill-of-sale. 
He contended that I could triple it 
and get away with it. Today that 
man, operating on the same principle, 
has been reduced to the place where 
he is conducting an insignificant busi- 
ness with the respect of no one. Busi- 
ness can only be successfully con- 
ducted in one way and that is a fair 
way.” 

Mr. Stern is a close student of 
economics and psychology and has ap- 
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» Here She Comes! 


The New Lionel Line 
_— for 

Deere §=—1922 

At Attractive Prices 


The Lionel Line for 1922 embodies numerous valu- 
able additions, new fast selling accessories and outfits, 
notwithstanding the reduced 1922 prices. Lionel 
trains have been the standard of the world for 22 years 
and they are better today than ever before. 


More extensive advertising. Watch for the handsome 
advertisements and dealer helps that are going to real- 
ize boyhood’s ambition for a Lionel Train. Remem- 
ber that over a million American boys own and 
operate Lionel Outfits—those boys are a better adver- 
tisement than we will ever be able to write. 


Every Lionel Outfit Sells 


and every one stays sold. 
Lionel Trains and Ac- 
cessories are 100% sal- 





ume 








22 year old record for 
quality products, ade- 





able—don’t forget that. 
They are fully guaran- 
teed ; but more important 
than the guarantee is the 
record of the company 


quate service, liberal sell- 
ing helps and the will 
and ability to stand be- 
hind every piece of goods 
that leaves the Lionel factory. 


























Repeat Sales ar 
Every Lionel Outfit you sell means a ione 
N steady sale of accessories after the origi- T F : 
nal purchase—highly profitable repeat oy air 
business. Don’t fail to attend 
Send for the Lionel Catalog in colors and the big Lionel Loy 
Fair. It’s here when- 


don’t fail to make your plans to carry a 
big Lionel stock so as to be ready for the 


certain demand. 48-52 East 21st St. 
THE LIONEL CORPORATION New York 
48-52 East 21st St., New York City = 


ELECTRIC TOY | 


&Multivolt Transformers 


ever you are! 
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“Le Sa 
7p MC Ce 


Get acquainted men, 


with this Trade-Mark 


 Saapeiato Electric Appliances 
sound the latest note in im- 
provements in electric irons, 
grills, toasters, percolaters and 
electrical toys—such as steam 
engines and miniature cooking 
ranges. 


They are quick to sell because 
their exceptional good features 
are so obvious. They never fail Note the patented base. No 


rest needed with the Empire 

to make good because they are Iron. jExtta roomy. handle; 
- Md . unusually ong neater plug. 
built for service in every sense ro gy re distributed 
to edges iron. Observe th 

of the word. long laaielos peat. gis ‘ 


COMPLETE line 

of Empire Elec- 
tric Appliances never 
fails to arouse favor- 
able comment. Their 
prices are as attractive 
as their strong selling 
points and the satisfac- 
tory service they give 
make repeat sales a cer- 





. Empire Percolators are made in twe 
tainty. sizes—six and eight-cup capacity. Heat 
unit is patented and is removable; being 

entirely surrounded by liquid. quick per- 


colation is assured. Easily cleaned because 
there are no hinges or crevices. Insulated 
base prevents injury to table. Undoubt- 
edly, the greatest percolator value on the 
market today. 


Write for Price List and Illustrated Folders. 
Made only by : 


EMPIRE TRANSFORMER CO. 


2000 Southport Ave. se: CHICAGO, ILL. 























plied the experience of his studies to 
his business in a successful way. It 
was not until recently that he took a 
recess from his midnight studies. Bas- 
ing his theory on the contention that 
one can always learn, he has continued 
to study ever since leaving school in 
an effort to build both himself and ‘his 
business up to the pinnacle of ef- 
ficiency, and judging by his success 
his ideas are well founded. 

If there is any one outstanding char- 
acteristic about Percy Stern, says an 
associate, it is the enthusiasm and am- 
bition with which he enters upon any 
task or venture. He is energetic and 
resourceful to the highest degree and 
his wonderful memory and capacity 
for detail have been two great con- 
tributing factors to the success of both 
himself and the Interstate Electric 
Co. 

His hobby is fishing and on his 
yacht he forgets the cares of business 
while angling for the finny tribe in 
Lake Ponchartrain near New Orleans. 

He is active in 32 different social 
and business organizations. Among 
those to which he contributes much of 
his time is the New Orleans Chess, 
Checker and Whist Club, the Elks’ 
Club, Young Men’s Gymnastic Asso- 
ciation, Southern Yacht Club, West 
End Country Club, Oakland Country 
Club, Harmony Club, Young Men’s 
Hebrew Association, Tallyho Club, 
Association of Commerce and the 
Members’ Council. He is‘also a mem- 
ber of the Shrine and other Masonic 
orders. 

* * 

‘Through diligent effort and the 
study of the functioning of his indus- 
try, Mr. Stern has become a recog- 
nized leader of electrical jobing af- 
fairs in the South as well as being one 
of the most prominent men in his call- 
ing in the United States. He now 
spends fully 50 per cent of his time 
in the active promotion of the general 
affairs of the electrical supply busi- 
ness and can always be found among 
those leading discussions at the job- 
bers’ meetings and _ conventions, 
whether they be local, state or na- 
tional. 

Percy Stern’s ambition to fly may 
have long since passed, but a deep- 
seated desire to help the electrical 
supply jobber to render a better and 
more efficient service to the public with 
a maximum return to both still and 
probably always will be his fondest 
dream. 

















OUR NEW $50,000.00 PRIZE CONTEST 


For Wholesale pe Retail APEX and ROTAREX Salesmen 
Helps Jobbers, Dealers and Salesmen 


Following each other in rapid succession, and so keeping the men “on their toes 
all the time, our Cash Prize Contests for Wholesale and Retail salesmen offer 
to Jobbers and Dealers co-operation that is thoroughly practical and highly ap- 


preciated. 

In our twelve weeks contest for APEX CLEANER wholesale and retail sales- RSTAREX:: WASHER 
men only. which closed December 31st. the commission earned by the eleven men 

who finished in the lead were fattened by Merchandise Prizes and Cash Bonuses 

to $14,648.00, or an average of $1,331.63, while scores of others received smaller 

but substantial cash rewards in addition to their regular commissions. ELECTRIC SUCTION 
Our New $50,000 All-Cash contest, open to APEX Cleaner, ROTAREX Washer and ROTAREX 

Ironer Wholesale and Retail salesmen started January 16th with nearly 1,000 entries assured. CLEANER 
All the expense of conducting these contests is borne by us. 


Isn’t this the kind of “factory support and help” you have been 
our proposition. 


THE APEX ELECTRICAL DISTRIBUTING COMPANY  RaTarextencIRONER 
1067 EAST 152nd STREET CLEVELAND, OHIO 


Export ag and Show Room: Canadian Factory: 
Eighth Avenue Apex Electrical Mfg. Co., Ltd. 


New York, N. Y. 102 Atlantic Ave., Toronto, Ont. 


looking for? If so, write for 











No. 66. Automatic Toaster...... $6 
Simply pull down the _ insulated 
button, the toast turns _ itself. 
Beautifully nickel plated. A won- 
derful repeater, 











No. 1111. Heating Pad... $8 
Full size 12x15 in. three-heat Cut- 
ler-Hammer Switch. 10 ft. of cord 
and white washable slip. Extreme- 
ly heavy eiderdown cover. 


No. 236. Junior Grill...... 

A dandy article 5 in. square backed 
by ‘“Hold-Heet” reliability. Will 
be a tremendous seller. Delivery 
starts March Ist. 


No. 11. Immersion Heater.......$3.75 
Heats a glass of liquid in a hurry. 
Heavily nickeled brass tube—will 
not rust. Sanitary shape. 


No. 241. Convertible Hot Plate. $14 
A heavy duty appliance for real 
cooking, 1,000 watts three-heats, 
7 heat combinations. Supplied with 
stove bolts so that two or three 
may be combined to make a two 
or three burner Hot Plate. 


Above 
igures 
how 

Increase 

In Our 

Business 

for Janu- 

ary 1922 

Compared 

with 


Business 
is Mighty 
Fine if 
You Sell 
the Right 
Goods— 
Tell the 
Big Boss 
You 
Need 


“Hold- 
Heet” 


January 
1921 


It Is Not Accidental 


That ‘‘Hold-Heet’’ keeps making new sales 
records every month. It doesn’t just happen 
that we are enlarging our factory 500% 
May Ist. 


There Is Only One Answer 


‘‘Hold-Heet’’ Merchandise is selling and go- 
ing stronger every day. 


The Standard Low Price Line 


‘‘Hold-Heet” is today accepted by leading 
You 
need this line to keep your sales up where 
they belong. 


jobbers as the standard low price line. 


The Broadest Guarantee in the Field 


The cheerful free service we render under 


>ur two year guarantee is universally 
acknowledged as the best and most sincere 
service in the field today. Ask any “‘Hold- 


Heet”’ dealer. 


Opportunities Are Limited 


The ‘“Hold-Heet’’ distributing franchise is 
coming to be recognized as one of the most 
valuable opportunities in the entire appli- 
ance field. The profits are large. Many of 
the leading jobbers have recently joined the 
‘‘Hold-Heet” ranks. You cannot afford to 
delay in grasping this opportunity. 





UOPTPnnnUgT 


No. 31. Coplimw Wem... cscs $3.50 
Ne. 2h. Hale Dever............................. Se 
This is the largest selling Curling 
Iron in the world. The Hair Dryer 
will actually dry hair. 


Ne. 20. Gell Steve....................... $2.95 
A sales leader at a popular price. 
Does two cooking operations at one 
time, makes toast and keeps coffee 
warm at same time. 


No. 235. Toy Oven Attachment....$2.95 
Supplied with three utensils as illus- 
trated. Used only with No. 231 illus- 
trated above. 








No. 36. Curler Combination $4.50 
A high class combination at a popular 
price unequaled at any price. 








No. 45. Marcel Waver. $8 
Guaranteed to produce a beautiful flat 
French wave so much desired. Simple 
to operate. 


RUSSELL ELECTRIC CO., Mfrs., 140 W. Austin Ave., Chicago, III. 








SHELTON 
Violet Ray 


High a. 
Frequency Var 
Generator \ Wek. 


Our 
Laboratory 
Model 


The World’s Best 
and Finest 
Violet Ray 
Generator 


Outitit 
No. 21 


Price 
Complete 
$17.50 


Write for 
Catalog and 
Discounts 


Shelton Electric Company 


16 E. 42nd St., New York 30 E. Randolph St., Chicago 





Type A. Motor 
Type F. R. Motor 1-25 H. P. Smallest Type C Motor Type D Motor 
Hair Dryer 1-25 H. P. Jeweler’s size for laboratory werk. 1-16 H. P. Medium % H. P. Best size for al 
Both hot and cold air blasts, lathe motor with rheo- Type B same as Type size laboratory motor. kinds of dental laboratory and 
Detachable heating unit. stat foot control. A with nickel finish. Universal type. jeweler’s motor work. 


No. 1 J. G. Grinder 
14 H. P. motor. 15,000 R. 
P. M. Reach of arm 44”. Ex- 
tension 2”. Complete  equip- 
ment. 


Model 4 Mixer 
A handy, sturdy, efficient 
drink mixer. Counterbalanced. 
All heavily nickeled except base 
which is hard glazed porcelain 
enamel. 


No. 2 O. G. Grinder 
P. Motor. 10,000 R., 
Motor spindle reach 


ENTISTS and jewelers, always is’, ell wonctage. Geanplate 
keen judges of laboratory and as pies: 
work-bench motor performance, are 
buying DUMORE motors in large 
numbers from dealers and supply 
No. 2 A. G. Grinder 


houses In your territory. 1-6 H. P. motor. Motor spin- 
dle speed 10,000 R. P. M. In- 
ternal spindle 30,000 R. P. M. 
Internal spindle reach 3”. Com- 


Are you getting your share of this business ? plete equipment. 


Denta: Engine (with stand) : 5 , S 
Equipped with S. S. White The jobber’s salesman who interests his 


flexible shaft, sheath, hand ‘ Sas 
piece and slip joint. Six speed sales manager in listing DUMORE products 


foot rhcostat. Motor has re- 


Se oe Se ae will find it highly productive of profitable new 
business both for his house and for himself. 


No. 2 B. G. Grinder 
1-6 H. P. Motor. 10,000 R. 
. M. Reach of arm 10”, 
Complete equipment. 


Wisconsin Electric Company, 
1604 Sixteenth St., Racine, Wisconsin. 


Dental Engine (with base) 


Same as stand model above 
except for highly _ polished Manufacturers of 


heavily nickeled base. UMORE | . 
eS No. 2 C. G. Grinder 


CAI : OO] & 1-6 H. P. Motor. Motor spin- 
dle speed 10,000 R. P. M. At- 
50,000 


tachment spindle speed 


and APPLIANCES Soe ig 





Billiard Table Cleaner 


Cleans thoroughly without 
affecting nap of cloth. 


Upholstery Cleaner 


Dumore motor, operat- Model 2 A. D. Drill 
ing on direct or alter- : Capacity 1”. Stroke 
nating current. Two 3%. Drills to 
leather bound China . ter of 7%”. 
bristle brushes. 10 feet justable table. 
special vacuum cleaner Model 1 A. D. Drill 
hose. 25 ft. portable Capacity 1%”. Length : 
cord. 10”. Helical gears. Model 2-B D Drill 


" 


Capacity 14”. Stroke 
344”. Drills to cen- 
ter of 8” piece. Ad- 
justable table. 
Height 20'%”. 
No. 3 Multi-speed Grinder 
j Se 1%, H. P. motor. Six interchangeable spin 
Medel 1 B. D. Drill , dles and seven quick-change pulleys. Spindle 
speeds 3600 to 50,000 R. P. M. A remarkable 


Capacity 4”. Length . 
1214”. Ball-bearings. W@W Model 2 A. D. Drill Model 2-B D Drill grinder. 
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What About Fan Sales? 


(Continued from page 17) 


few hot days and sleepless nights, and 
who then has the opportunity to enjoy 
the comfort of a fan, will no longer 
look upon it as a luxury expense of 
$10 or $20; he will see it as an invest- 
ment in comfort and health which 


costs but a few cents per day. The | 


dealer will find such prospects very un- 
willing to give up this comfort when 
the salesman calls for the fan, and 
the sale can be made with little effort. 

The salesman who makes the dem- 
onstration, whether in the home or 
store, should, of course, be thoroughly 
informed on his proposition. He 
should know the most effective selling 
feature of his line, the best way to 
present them, and he should also be 
ready to answer any questions the 
customer may bring up. The jobber’s 
salesman should see to it that this in- 


formation, which can be obtained from | 
the manufacturer, is in the hands of | 
every one of his dealers and each of | 


their employes. 


In conjunction with the house-to- | 
house sales plan the dealer should nat- | 
urally utilize all other means of plac- | 


ing his proposition before the public. 
Aggressive advertising will help this 


year as never before. The deeper | 
down in their pockets people are car- | 


rying their cash, the greater the effort 
should be to coax it out. All of the 


advertising helps furnished by the | 
manufacturer should be utilized to the | 
limit, and in the window displays and | 


newspaper advertising, the “on trial” 
proposition can be featured. Every 
jobber’s salesman should carry with 
him complete information on these ad- 


vertising helps and see that they are | 
fully understood and appreciated by | 


his dealers. 
Finally, to make a success of a sales 


campaign on fans, it is always essen- | 
tial that everything be ready before | 
the hot weather arrives. The dealer | 


who delays his preparations and holds 
up his fan orders until the hot weather 
arrives is always in danger of disap- 
pointment. He finds that by the time 
his stocks are ready and his sales cam- 
paign working he has missed the best 
of the selling season. Timeliness is 
all important in selling fans, and the 
jobber’s salesman who fails to put this 
thought across with his dealers is not 
doing a real job for his house; neither 
is he rendering his customers the right 
kind of service. 














We will Butt-Preserve Poles, 
no matter where they are Bought 
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“Butt-Preservation’ 


is what is wanted 


When you re talking about conserving pole-life, don’t 
say ‘Butt-Treated’’"—it means nothing. 


“Butt-Preservation” is what is wanted—the kind we 
specialize in at Minnesota Transfer—all grades of pole 
preservation, using only the highest grade of creosote 
oil, a pure coal-tar distillate. 


Your customers may buy their poles in the open market, 
but that doesn’t mean that you cannot secure the order 
for ‘Butt-Preservation.”” We'll handle it at Minnesota 
Transfer. 


Our Four Standard Processes: 


AA—Creosote (a high grade coal tar distillate). 
A—Carbolineum (the highest grade distillate). 
B—Creosote, hot and cold (a high grade coal tar distillate). 
PENTREX—Creosote (guaranteed penetration). 


Write for full specifications and “Story of Pentrex.” 


The Valentine-Clark Company 


Minneapolis, Minn.; Spokane, Wash.; Toledo, Ohio; Chicago, Ill. 








We are still offering to the trade our own stock of 
high grade Northern and Western Cedar -Poles, 
both preserved and in the plain poles. 
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MANUFACTURERS 
NEWS 














T. W. Frecu has been appointed 
general manager of the National 
Lamp Works of the General Electric 
Co. Mr. Frech’s association with the 
National company began in 1901, 
_ when he left a position with the Wes- 
ton Electric Instrument Co. to be- 
come an assistant of F. S. Terry. 
There followed a year of production 
experience in the glass and lamp fac- 
tories of the company. Later, during 
several periods, he was superintend- 
ent of the California Incandescent 
Lamp Co., of the St. Louis factory, 
of the Cleveland factories on Forty- 
fifth street and of the first tungsten- 
lamp factory. In 1906, when the 
tantalum lamp was developed in 
Europe, Mr. Frech went abroad with 
W. H. Roberts, and a year later, 
at the time of the development of the 
tungsten lamp, he went again, with 
J. E. Randall, to learn the process of 
making these lamps for the National 
interests. In 1910, when the process 
of drawing ductile tungsten was dis- 


covered, Mr. Frech was appointed to 
commercialize it for the National. Mr. 
Frech continued in the development 
work of drawn tungsten wire until 
19138, when he became associated with 
the Peerless Motor Car Co., with 
which company he remained as vice 
president and general manager until 
a short time ago. 


CoMMENTING on business outlook, 
W. H. Thornley, president and treas- 
urer of the Tubular Woven Fabric 
Co., Pawtucket, R. I., made the fol- 
lowing statement to Tue Josser’s 
SALESMAN regarding the most impor- 
tant factors that will contribute to in- 
creasing business during 1922. In 
his opinion, these factors are: (1) An 
increase in investment funds, which 
will be evidenced by lower money 
rates. A greater readiness to extend 
credit on the part of banks and other 
loaning organizations, together with 
the lowering of rates for such credit 
will go a long way to stimulate effort 














Once every year between Christmas and New Year’s for the last ten years, the 


Beardslee Chandelier Manufacturing Co., 


216 South Jefferson street, Chicago, has 


held an annual dinner and good-fellowship gathering. The last dinner was held in 
the club rooms of the Machinery Club Dec. 29, and was participated in by Beardslee 
officials, department heads and salesmen to the number of 46. Professional entertain- 
ers were employed to keep the bunch happy during the feed and later the club’s pool 


and billiard tables furnished major amusement. 


by all. 


The proverbial good time was had 





on the part of the producer as well as 
to increase the courage of the con- 
sumer, particularly in such a line as 
home building. I do not mean by this 
that banks and other loaning organi- 
zations should relax their require- 
ments of safety and security beyond 
quite conservative lines, but that they 
also should have some faith in a re- 
turn of prosperity and should admit 
that faith as a factor in granting 
their credit. (2) An improvement in 
foreign exchange, thus simulating our 
foreign trade and lessening the evils 
of an unfair competition in the domes- 
tic market by goods manufactured in 
foreign countries having a depreciated 
currency. (3) The relatively low 
level over that of recent years of the 
cost of raw materials. (4) A fur- 
ther deflation of labor wages in some 
lines, particularly the building indus- 
tries, with a due regard, however, for 
the prevailing cost of living. (5) 
And last, but of no lesser importance, 
a sane optimism, shown by a working 
belief in the efficacy of intelligent ef- 
fort and the necessity for hard work. 


Rome Wire Co., Rome, N. Y., is 
sending out a circular descriptive of 
its “Super Service’ portable cord, 
especially designed for use with elec- 
tric tools. It is a rubber-sheathed 
wire, built like a cord tire and vul- 
canized under compression, which, 
the manufacturer states, can be 
walked on, pounded, run over, bent, 
twisted, dipped in oil, water or acids 
without harm. It is made in cable as 
well as cord sizes. 


A BULLETIN describing “Ben-Ox” 
interchangeable wiring devices for 
suspending commercial and industrial 
lighting units has been issued by the 
Benjamin Electric Manufacturing Co., 
Chicago. This line provides com- 
plete and permanently wired outlets to 
which may be connected various types 
of lighting equipment, both the elec- 
trical and mechanical connections be- 
ing made simultaneously and without 
disturbing the original wiring. 
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The Magee ElectriCoal has practical merit—and 
every one you sell, sells another. Every- 
thing in your favor 


LaAAoD 


UZ Ss SSE! 
SON BE. 


F< 2 
> 








© > Coal For 
Winter 


Electricity 
For Summer 





The Range for Double Service—Electricity and Coal 


A masterpiece combining the mechanical and the artistic 


] * gear nna the popular demand for electrical 
cooking we have combined in compact form a 
complete electric and coal range, practically the 
only one of its kind in the United States. 


i ery Magee ElectriCoal, 46” in length and 58” 
| in height to center of the electric oven, is 
dual in its makeup, one-half being devoted to elec- 
tricity and the other to coal, which offers the con- 
venience of using both fuels at one time, or inde- 
pendently, as the case may require. 


HE electrical equipment (“Edison”) includes 

an electric oven, a broiler and three cover units, 
with an attachment for connecting washing or iron- 
ing machine, flatiron or other similar devices. 


— electric oven, insulated on all sides, is a per- 
fect Fireless Cooker, baking being accomplished 
after the electricity is turned off, resulting in 
maximum economy. 


s i= coal range is complete in every detail, from 
the very reliable baking oven to the efficient 
brass coil for heating water. 


7s Magee ElectriCoal is made in beautiful gray 
Por-cel-a_ (fused enamel—washable) or in 
original black, both nickel-trimmed, with polished 
top surface and white enamel splasher. 


(THESE ranges are so carefully packed and crated, 
- with instructions so complete, that they can be 
shipped and installed anywhere. 


Send for booklet and information. 


MAGEE FURNACE COMPANY 


Boston, Massachusetts 
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New Electrical Products, Illustrated 








A new line of direct-current fans is 
being manufactured by the Century 
Electric Co., 1827 Pine street, St. Louis, 
for the 1922 season. These are in 9, 12 
and 16-in. sizes, both oscillating and 
stationary, and have the same general 
appearance and finish as corresponding 
sizes of alternating-current fans manu- 
factured by the company. In the 9-in. 
oscillating models the mechanism, which 
consists of steel worms and phosphor- 
bronze gears and which was used only 
in the larger models, is now employed. 





The latest development in curved 
blade fans and designed to move the 
greatest amount of air at the lowest 
cost for operation are the claims made 
for the “Sirocco” ventura ventilating 
fan manufactured by the American 
Blower Co., Detroit. The blades, ten 
in “number, are unusually broad, with 
the peculiar ventura dip, and are di- 
rect-connected to the motor, which is 
totally inclosed. The fan wheel is light 
in weight, ruggedly constructed and 
well balanced, in order to give practi- 
cally noiseless operation. These fans 
are made for both d-c. and a-c. opera- 
tion, and in sizes from 12.5-in. to 48-in. 
wheel diameter. 





Blade in Contact. 


Blade Out of Contact. 


Utilizing the principle that an 
electric are can easily be broken 
by interposing some non-conduct- 
ing material in its path, the Trum- 
bull Electric Manufacturing Co., 
Plainville, Conn., has developed a 
new line of 600-volt inclosed 
switches which it has designated 
as its “Snuf-Arc” Type A. These 
switches are of the regular 600- 
volt knife switch design except 
that each switch has in addition 
a swinging moulded barrier hinged 
on each of the contact jaw posts. 
This is operated by an insulated 
connecting rod attached to each 
blade in such a way that when the 
blade leaves the jaw post the bar- 
rier instantly swings between the 
breaking points, effectually ex- 
tinguishing the arc by preventing 
side flare, and immediately cutting 
it in two. The barrier is made 
of fire-proof insulating material 
molded in one piece. 

There are three parts: (1) the 
heavy center piece (see dotted 
lines in illustrations) which swings 
closely over the contact jaw post, 
and (2 and 8) the two wide flat 
side sections which inclose each 
side of the jaw post and end of 
blade. The center piece stretches 
and breaks the are. The flat side 
sections prevent side flare and the 
spreading of the arc to adjoining 
posts or to the sides of the inclos- 
ing cabinets. 

These switches are made the size 
as the company’s regular 500-volt 
a-c. types. permitting a saving in 
space as Well as in cost. 

Numerous tests have been made, 
the manufacturer states. All sizes 
listed (80-200 amperes) have been 
tested with 50 per cent overload, 
600 volts, both a-c. and d-c., with 
entire success, even when in cir- 
cuit with a stalled motor. 





An electric waffle range which is 
opened by pressing the handle down 
instead of up, is being marketed by 
Geo. Borgfeldt & Co., 16th street and 
Irving place, New York City. This 
feature is designed to protect the 
hands from being burned by the steam 
emitted from the range. It is finished 
complete with a nickel tray, the list 
price being $18. 





The “Excellight,” a new high-powered 
electric lantern, manufactured by the 
National Marine Lamp Co., Forestville, 
Conn., is being offered to the trade af- 
ter having been used during the war as 
equipment on tanks and in the motor 
transport. It consists of two No. 6 
dry batteries encased in an aluminum 
casting, silvered mirror reflector, with 
fire underwriters’ glass protection. 
Two extra bulbs and focusing device 
for spot or floodlight are also furnished. 
List price $18. 
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New Electrical Products, 


Illustrated 








The Emerson Electric Mfg. Co., 2012 
Washington avenue, St. Louis, has 
added to its line of fans a new type 
a-c. fan which is called the Emerson 
“Junior.” It is a 9-in., non-oscillating 
fan made for 100-120 volts, 60 cycles, 
although it may be operated on 100- 
115 volts, 50 cycles. The motor is of 
the single-speed induction type, with- 
out brushes, commutator or moving 
contacts of any kind. In finish, dur- 
ability and breeze volume, the new fan 
is the equal of the standard Emerson 
9-in. fan, but by elimination of such 
refinements as speed regulation, switch, 
swivel, etc., and by quantity produc- 
tion, it has been found possible to offer 
the “Junior” at a popular price. It 
has a hinged base receptacle adjust- 
able to the brackét position, and is 
equipped with approved cord and 
standard separable plug. The fan com- 
plete has a net weight of 10 lb., and is 
packed in an individual wooden box, 
with a shipping weight of 16 lb. The 
“Junior,” being fully equal to standard 
Emerson fans in quality, is being 
offered under the Emerson five-year 
factory-to-user guarantee. 








An 8-in. fan with an all-nickel finish 
has been announced by the Fitzgerald 
Manufacturing Co., Torrington, Conn., 
as its feature for the 1922 season. It 
is made for both d-c. and a-c. opera- 
tion, and is furnished with a three-speed 
switch, portable cord and _ separable 
plug. It retails for $10. 














The illustration shows a typical in- 
stallation of the “Ilgair” kitchen ven- 
tilator, which involves the latest devel- 
opments in this kind of apparatus 
manufactured by the Ilg Electric Ven- 
tilating Co., 2850 North Crawford ave- 
nue, Chicago. The fan is operated with 
a variable-speed a-c. motor, which is 
very quiet running even at maximum 
speed. The “Ilgair” is being offered 
for jobber distribution through a spe- 
cial proposition made by the company. 








An attractive boudoir lamp has re- 
cently been placed on the market by 
S. Robert Schwartz & Bro., 729 Broad- 
way, New York. This lamp (No. 510) 
has a special ornamental base of cast 
metal, 514 in. in diameter and 6% in. 
in height. The ornamental shade has 
been designed to match the base and 
consists of metal frame with silk lin- 
ing, 6 in. in height and 6% in. in width. 
The lamp is completely wired and is 
equipped with push socket, 10 ft. of 
parallel mercerized cord, and two- 
piece attachment plug. Its height is 
1414, in. and its weight 3%, Ib. 

This style is made in four finishes: 
Gold and brown, old ivory, ivory and 
rose, and ivory and blue. 








Realizing that good lighting is essen- 
tial to successful work in dentists’ 
operating rooms and doctors’ private 
offices, the Beardslee Chandelier Manu- 
facturing Co. 216 South Jefferson 
street, Chicago, has designed the “Doc- 
tor’s Denzar” to furnish light of day- 
light. quality without glare or shadows. 
The lower part of the dust-proof in- 
closing globe is of opal glass which 
diffuses the direct rays, while the top 
of the globe is clear glass which allows 
the upward rays to be redirected from 
the opal reflector to the working plane. 
A 800-watt daylight lamp is being rec- 
ommended for use with this unit be- 
cause the blue-white rays are especially 
good for matching porcelain enamels 
and for making physical examinations 


, 








The “White Cross” is a 9-in. fan 
made in direct and alternating-current 
types and for desk or bracket mount- 
ing, manufactured by the National 
Stamping & Electric Works, 3212 West 
Lake street, Chicago. These fans are 
enameled black with brass finishings, 
and have a net weight of 10 lb. They 
are furnished with a three-speed regu- 
lator and for 110-volt circuits, although 
they are also made for 32 and 220-volt 
operation. A similar fan, only of 8-in. 
size and finished in nickel and black, 
is manufactured by the National com- 
pany. 
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New Electrical Products, Illustrated 





A new departure in panelboard construction is claimed by 
the Frank Adam Electric Co. St. Louis, Mo., for its 
“Triumph” panelboards, recently placed on the market. It 
is of unit construction, which saves special designing and 
permits building up a panelboard in sections as well as easy 
installation. The units are made of composite material which 
is unbreakable. Other features are: Patented self-centering 
panel supports; one-door cabinet, giving good appearance, 
strength and convenience; dead front, making the panelboard 
safe from accident hazard; tumbler switches are 30-ampere 
capacity, being over size to compensate for wear; plug fuses 
are dead when switches are off; blank spaces leave room for 
expansion; easy to replace parts by inserting new unit. 





A portable electric bracket 
lamp of the novel design shown 
in the illustration has been 
brought out by the Colonial 
Lamp & Fixture Works, Inc., 
5684 Lake Park avenue, Chi- 
cago, under the trade name of 
the “Lamp Ette.” The lamp is 
attached to one end of a silk 
brocade braid, the other end 
being finished with an orna- 
mental plaque or escutcheon 
which forms a counterweight. 
The latter has a_ suspension 
ring, making it possible to hang 
the lamp from a hook on the 
picture molding to form an at- 
tractive wall bracket, or by use 
of the counterweight the 

, “Lamp Ette” may be draped, 
searf fashion, over a_ piano, 
boudoir mirror, chair or any 
other appropriate piece of fur- 
niture. The lamp is made in 
five finishes: Old ivory, old 
gold, bronze, bright gold, and 
silver; there is a large variety 
of styles and colors of braids 
to match different decorative 
requirements. There is also a 
wide range for selection in silk 
and parchment shades and 
shields. ; 

Each “Lamp Ette” is packed 
in an attractive carton, to 
facilitate jobber distribution 
and retail sales. The retail 
price is $10; west of the Rocky 
Mountains, $10.50; lamp and 
shade are extra. 











A pressure cooker said to cook food in from one-half to 
one-fourth the time it would take in open vessels and 
electrically heated is being produced by the Albert Sechrist 
Manufacturing Co., Denver, Col. Food cooked in this cooker 
is under the pressure of from 1 to 20 lb. at a temperature 
ranging from 216 to 260 deg. F. Pressure once generated 
requires little heat to hold. The safety valve can be adjusted 
to hold any pressure desired from 5 to 20 lb., without further 
attention. 








Designed for its attractiveness as well as its serviceability 
is the 8-in. nickel-plated fan manufactured by the Hamilton 
Beach Manufacturing Co., Racine, Wis. It is portable, while 
the weighted base and rubber domes prevent creeping and 
scratching furniture; it can also be arranged for wall mount- 
ing. The motor will operate on a-c. or d-c. supply, 105 to 
120 volts, 25 to 60 cycles, and the: regulator gives five run- 
ning speeds. This fan can also be supplied with motors for 
operation on 82 to 250-volt circuits. 
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New Electrical Products, Illustrated 








Believing that there are thousands of householders who are 
sold on idea of electric washers but who either cannot afford 
or will not pay over $100 for one, the Altorfer Bros. Co., 
Peoria, Ill, has brought out an oscillating-type cabinet 
washer of full-size, six-sheet capacity, equipped with copper 
tub, to retail at $99 ($105 west of the Rocky Mountains). 
Notwithstanding this reduction in retail price for the “A 
B C Oscillator,” the company has announced that dealers are 
allowed a full margin of profit. 

In construction the new machine is said to be entirely 
free of experiment. The same gear assemblies and other 
moving parts successfully used in producing other types of 
“A B C” washers are incorporated into the new model. This 
should minimize repair service for the dealer. 

The cabinet is of galvanized “Armco” iron, attractively 
gray enameled. All moving parts, while safely inclosed, are 
yet easy of access. The frame is of heavy angle-iron, which 
is extremely rigid. The operating mechanism is springless 
and quiet. The copper tub is heavy, and lined with tin. A 
snug-fitting copper lid is provided. 











A manually operated hospital signal system control switch 
operated by a pull on a linen cord has been placed on the 
market by the Bryant Electric Co., Bridgeport, Conn. The 
silent-call hospital signal system manufactured by this com- 
pany has heretofore been controlled only by a solenoid switch 
operated by a push button on the end of an extension cord. 
The toggle switch is simple, requiring only a one-gang box, 
and possesses the added advantage in the ability to change 
the cord for a clean one when needed. 











To overcome the expense of installing ventilating systems 
in small offices, stores, shops, etc., the Buffalo Forge Co., 
Buffalo, N. Y., has brought out the ‘‘Breezo,” a 16-inch ven- 
tilating fan. It is light in weight, economical in operation 
and of serviceable construction, the manufacturer claims. 
Two styles aré made, one with straight blades and one with 
bucket blades; the former has a capacity of 1000 cu. ft. of 
air per minute. The motor is of the variable-speed type, 
totally inclosed and dust-proof, and will operate on 110-volt 
direct current or 25 to 60-cycle alternating current. It is 
furnished with a six-speed regulator, the range being from 
400 to 750 r. p. m. The motor is supported by a pressed- 
steel tripod which offers minimum resistance to flow of air. 
The “Breezo” may also be furnished with an aluminum shut- 
ter which automatically keeps out cold, rain and snow. 








The model 6, 1922 “Polar Cub” fan, manufactured by the 
A. C. Gilbert Co, New Haven, Conn., embodies a number of 
improvements over previous models made by the company. 
It has been equipped with bronze bearings and _ reservoir 
oiling system, solid brass blades and fittings. The motor 
casing is made of drawn steel and together with the base and 
guard is finished in black rubber enamel, electrically baked. 
The motor is of the universal type, 110 volts, and runs at 
2750 r. p. m., full speed, for the 6-in. fan, which takes from 
22 to 25 watts. This model is also made in the 8-in. size. 
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Quicker Sales 
and Satisfied Dealers 


Make Them 
with the 





with 
Adjustable Nozzle 


& Detachable Base 





Used in the hand or on 


base as shown, leaving 
both hands of user free. 


Nozzle tilts at any 
angle directing air as de- 
sired — permits SUNNY 
to fold up compactly for 
travelers. 

Double Utility—Double 
V alue—Double Selling 
Appeal. AND the price 
appeals. 


If your firm has _ not 
written for our proposi- 
tion better ask Mr. Sales 
Manager to do so. It’s a 
winner for you. 


JOHN JORGENSEN CO., Inc. 
120 Liberty Street, New York 

















Manufacturers’ News 


A New Cartatoe has just been is- 
sued by the Chicago Fuse Manufac- 
turing Co., Laflin and 15th streets, 
Chicago, on electrical protecting ma- 
terials and conduit fittings. It con- 
sists of 96 pages, with over 400 
illustrations. Those wishing copies 
should make request to the company. 


Tue Brack & Decker Manurac- 
TURING Co., Towson Heights, Balti- 
more, Md., builder of portable electric 
tools has announced that it now makes 
a freight allowance on shipments of 
100 lbs. or over to points in the United 
States and Canada. This will make 
it possible for all jobbers to sell the 
company’s goods in the United States 
and Canada without adding anything 
to the price to cover the freight 
charges. 


Tue Reviance Ligutina Fixture 
Co. has moved its plant from 271 Ca- 
nal street to 243 Greenwich street. 
New York City, where it will have at 
its disposal 10,000 sq. ft. of floor 
area, approximately four times the 
size of its old plant. It is the inten- 
tion of the company to put on the mar- 
ket a new line of designs of fixtures. 
M. H. Dworkin, secretaty of the com- 
pany, will continue to act as sales 
manager and take personal charge of 
the factory production. 


THe ConsouipateD Evectric Co., 
Chicago, Ill., has been formed by H. 
H. Whetter, for twenty years Chicago 
district manager, and H. F. Tideman. 
former vice-president and sales man- 
ager, of the Menominee Electric Man- 
ufacturing Co., for the purpose of dis- 
tributing the products of a few manu- 
facturers in the Chicago territory. The 
company is now prepared to accept 
lines and will concentrate on a few 
products only. Facilities for carrying 
stock are at the disposal of the con- 
cern. 


Tue Meter Evecrric & MacuHine 
Co., 186 South Meridian street, In- 
dianapolis, Ind., is manufacturing a 
battery charging panel which, it is 
claimed, will charge from 1 to 380 
three-cell starting and lighting batter- 
ies at a 15-ampere rate, or lower, from 
a 250-volt direct-current supply. The 
panel is 14 in. wide and 20 in. high, 
supported on a braced metal frame- 
work, with 12-in. supporting legs en- 
closed by a wire mesh screen. It is 
primarily intended for use by public 














The Trouble Shooter 
Pins His Faith to 


FEO.U S PAT OFF 


Climbers 


E knows of their un- 
¥ failing reliability— 
their strength and accu- 
racy. He has been using 
them for over 20 years, 
because he knows he can 
always depend on them 
for safety. 






S&H CO. 






953 “Re Dedit" 


“Red Devil’ Climbers have 
never been’ surpassed for 
comfort and general utility. 


Made of the best quality 
forged steel and guaranteed 
to give absolute satisfaction. 


The aggressive jobber can 
make real money selling this 
reliable line of nationally ad- 
vertised tools. 


Smith & Hemenway Co., Inc. 


Manufacturers of “Red Devil’’ 
Electrical Hand Tools 
266 Broadway 
NEW YORK, N. Y. 

















February, 1922 


THE sopser'sfA)sareso 


AN 


99 











| Are You One 
of the 


Bonus Boys? 








The Bonus Boys and the 
Extra Dividend Stars of the 
Club of Go-Getters will all be 
interested in this Quota-Chas- 
ing quality line— 


“SIGNAL” 


Iron Box 
Bells & Buzzers 





The Sure 
Certain 
Signal 





‘Sell Him 
Something 
More!” 


Sell the Contractor-Dealer these 
three profits that go with “SIG- 
NAL”— 

1—Profit on the sale of SIG- 
NAL. 

2—Profit on the installation! 

3—Profit on the repeat busi- 
ness that comes later. 

“SIGNAL” Line also includes 
Bell Ringing Transformers, Med- 
ical Batteries, Wireless Appara- 
tus, etc. 











Write for complete literature. 


Signal Electric Mfg. Co. C. H. Wallis & Co 
33 8. Clinton St. 1409 Syndicate Trust 
; Bl 


Chicago, Ill » 
St. Louis, Mo. 
Globe Commercial Co. G © Kowfeldt & Co. 


709 Mission St. 
San Francisco, Calif. asepete aiine 
R. E. T. Pringle, Ltd. R. E. T. Pringle, Ltd. 
95 King St., East 401 New Birks Bldg. 
Toronto, Ont. Montreal, Que. 


P. M. Dreyfus Co. A. Hedeman 
150 Chambers St. 141 Federal St. 
New York, N. Y. Boston, Mass. 


Signal Electric Mfg. Co. 


Menominee, Mich. 














garages and battery service stations 
and also by manufacturers who take 
care of starting and lighting batteries 
used on gasoline-driven automobiles. 


ANNOUNCEMENT was recently made 
by the Rutenber Electric Co., Marion, 
Ind., manufacturers of electric heat- 
ing and cooking appliances, of the 
election of J. D. A. Cross as vice- 
president in charge of sales. Mr. 
Cross has had a broad experience in 
the electric heating appliance field. 
He was connected with the General 
Electric Co. at Schenectady from 1895 
to 1902, when he was transferred to 





J. D. A. Cross 
the company’s Chicago office, remain- 
ing there until 1904, at which time 
he was made traveling representative 
in Indiana, Illinois and Iowa. In 
1908 he was appointed heating device 
specialist, remaining in that position 
until 1916, when he was appointed 
manager of heating device sales for 
the entire company, with headquarters 





at the Pittsfield, Mass., factory. When | 


the Hot Point and Hughes companies 
were consolidated with the heating de- 


vice department of the General Elec- | 


tric Co. in 1918, Mr. Cross became 
manager of the appliance department 
of the Edison Electric Appliance Co., 
which position he occupied until the 
first of the year, when he joined the 
Rutenber company. His knowledge 
of heating devices, their applications 
and their distribution will undoubtedly 
be of great benefit in his new con- 
nection. 

Coincident with the election of Mr. 


Cross, the Rutenber company has an- 
. 














Peerless 
Fans 


You'll remember that an 
unusual stretch of hot 
weather thawed out the 
dealer’s fan stocks and 
emptied the shelves last 
summer. 


It is during the next two 
months that a big part of 
the orders for next sum- 
mer’s stocks will be 
placed by contractor-deal- 
ers. 


Peerless Fans have won 
for themselves and you a 
fine wholesome regard in 
the trade. 


Good foot-work, an op- 
timistic spirit and a heart- 
to-heart session with your 
customers will keep your 
pencil and order book 
busy right now. 


Write to us for Peerless 
Plans for “Twenty-Two.” 


The Peerless Electric Co. 
Warren, Ohio 
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Cross-section cut shows inside construction 
_ 
Ourgalgnt is equipped through- 


out with overload and no voltage 


relays, and our records show that: 


for a period of four years we have 
had many cases of single-phasing as 
the result of overloading. Such a 
fuse as your multiphase time limit 
renewable ‘fuse is a boon to the 
entire electrical industry, since it 
gives the operator absolute protec- 
tion, and also to the thousands of 
other firms who are not large 
enough to have an operator on the 
job. The fuse is equipped with an 
auxiliary heat coil, that will blow 
the one next to it, cut the motor 
from the line and without doubt is 
the most accurate and simple multi- 
phase protection on the market.”’ 
That is what the electrical engineer 
of one of the largest paper mills in the 
country wrote us, Another engineer 
says—‘“I have hundreds of records of 
multiphase motors running single phase 
with both the starting and running 
sides of the compensator equipped with 
fuses, and also with the starting side 
fused and the running side protected 
with two overload relays and no volt- 
age protection and the records tun 50- 


50.” 


Every 
motors 


customer using multiphase 


will welcome this remarkable 
imvention with open arms—grasp this 
profit opportunity—write for full infor- 
imation. 


FEDERAL ELECTRIC COMPANY 
Federal Sign System (Electric) 


8700 South State Street CHICAGO 


627-649 West 43rd Street, New York, N. Y. 
91 New Montgomery St., San Francisco, Calif. 


Branches in ali large cities. 


You have a good chance to win the 
big prize in our special educational 
campaign—ask us about it. 


FEDERAL— 
NATIONAL 


MULTIPHASE 
Time Limit 
RENEWABLE 
FUSE 











nounced that the trade name, “Mari- 
on,” will be applied to all of its prod- 
ucts. The company was established 
in 1912 and is perhaps best known in 
the industry for its complete line of 
electric ranges and the “Flipflop” 
toaster. Extensive plans are in prog- 
ress for further developments of the 
“Marion” line and for its distribution. 


In orpeER to stimulate attendance 
at the Milwaukee Fixture Market and 
to arouse interest in the Beardslee 
booth, the Beardslee Chandelier Man- 
ufacturing Co., 216 So. Jefferson 
street, Chicago, mailed an attractive 
folder to 25,000 dealers throughout 
the country. The folder called par- 
ticular attention to the “Minuet” and 
the “Sheraton,” two new Beardslee 
lines of home lighting equipment in- 
troduced at the fixture market in Mil- 
waukee. One design from each of the 
new lines was illustrated in the folder 
and the visitor to the market was re- 
quested to obtain valuable dealers’ 
helps at the Beardslee booth. These 
included the new 28-page Denzar Cat- 
alog D-7, the new 128-page S-6 cata- 
log, two sheets of ready-made ads for 
fixture dealers, a sample of the finish 
used on the Beardslee carton line of 
moderately priced home lighting fix- 
tures, and a copy of the February is- 
sue of Beardslee Talks. 


Kittark Exvectrric MANUFACTUR- 
inc Co., 8940° Easton avenue, St. 
Louis, manufacturers of fuses, conduit 
fittings, bell-ringing transformers, etc., 
has issued a condensed catalog sheet 
which gives list prices, catalog num- 
bers, standard package quantities and 
carton quantities covering its line of 
products. 


Detta-Star Evecrric Co., 2433 
Fulton street, Chicago, has issued 
Bulletin 37, descriptive of its high- 
tension, unit-type outdoor substation 
equipment. Valuable engineering in- 
formation on the installation of out- 
door substations is also included in the 
booklet. 


Cuartes F, Scuneiper, general 
factory superintendent of the Robbins 
& Myers Co., Springfield, Ohio, died 
Jan. 12, as a result of acute indiges- 
tion. Mr. Schneider entered the em- 
ploy of the company in 1897, as fore- 
man in charge of winding, later be- 
coming superintendent of Plant No. 
1, in charge of electrical construction. 


He became general ° superintendent 
. 











Talk 
Lightning 


Protection— 








Garton-Daniels 
Arresters 


Expulsion Type 


Arresters 


You can sell two Keystone 
Expulsion Type Lightning Ar- 
resters for the protection of each 
unprotected A. C. transformer 
installed in your territory. Urge 
all of your customers to follow- 
out the “100% Protection” meth- 
od. This new method, you 
know, is simply the protection 
of each individual transformer 
with Expulsion Type arresters. 


- It has been found that ‘by in- 


stalling Expulsion Arresters in 
this way that the lightning 
troubles formerly experienced 
by your customers would be tre- 
mendously decreased—in many 
instances practically eliminated. 


Garton-Daniels Lightning Ar- 
resters should be recommended 
for all A. C. and D. C. station 
protection and large important 
line apparatus. 


Now is the time to get your 
customers started on lightning 
protection, and to get the great- 
est assistance from our adver- 
tising. 


Ask Your Office for Your Copy of 
Our Bulletin No. 183 


ELECTRIC SERVICE 
SUPPLIES CO. 


Manufacturer of Railway Material 
and Electrical Supplies 
PHILADELPHIA 
17th and Cambria Streets 


NEW YORK CHICAGO 
50 Church Street Monadnock Bldg. 


Branch Offices: BOSTON, SCRANTON, 
PITTSBURGH 
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1} - BUHRKE 
{| SAFETY BELTS 


AND 


STRAPS 


) —Always dependable 
* and reliable—give 


Protection. Equivalent | to 
Four Times Any Possible 
Strain by Actual Test. 


No defects; no blemishes— 
only the highest grades of 
selected ‘‘steer’’ hides used. 
All hardware thoroughly 
tested and specially made for 
the purpose. 


PN BURKE Oo 





BUHRKE SAFETY BELT 





BUHRKE SAFETY STRAP 


portunity to place in the hands 
of linemen this safety equip- 
ment—made by the only spe- 
cialists in the U. S. A. in the 
manufacture of ieather goods 
for electrical workers. 


R. H. Buhrke Co. 


(Es'ablished 1877) 
1238-1250 Fullerton Ave., Chicago 
“The House of Quality” 
BELTS BAGS STRAPS 








Give your customers the op- — 











last fall. In addition to his thorough 
practical knowledge of _ electrical 
manufacturing, Mr. Schneider had 
that rare executive quality of inspir- 
ing the respect and loyalty of all his 
co-workers, who keenly feel his loss. 


James R. Kearney, formerly sales 
manager of the electrical division of 
W. N. Mathews & Brother, Inc., St. 
Louis, was made vice-president in 
charge of sales of the electrical divi- 


sion, effective Jan. 7. Mr. Kearney 























J. R. Kearney 


'has been associated with W. N. 


Mathews & Brother, Inc., for 17 
years, prior to which time he was 


superintendent of contsruction for the | 


Topeka (Kan.) Edison Co. His many 
friends in the electrical trade will be 
pleased to learn of his promotion. 


Tue HoLropHane Co., 342 Madison 
avenue, New York City, has inaug- 
urated an extensive advertising cam- 
paign for the purpose of arousing 
electrical contractors and retail mer- 
chants to institute better lighting con- 
ditions in their establishments. The 
company’s products are distributed by 
E. B. Latham & Co. and Alpha Elec- 
tric Co., Inc., in the district of New 
York. 

The campaign is available to elec- 
trical contractor-dealers located any- 
where in the United States and con- 
sists of an offer of circular letter sales 
assistance to the contractor who pur- 
chases the company’s reflectors in 
standard package quantities. Lists 
of prospects are submitted to the com- 














A new tape 
for old uses. 


Hydro-Proof 


—a sticky, black compo- 
sition tape designed for 
outside use. 





—to replace the old rub- 
ber and friction tapes for 
line work. 


—for mines, street car 
cables, high voltage 
work. 


Users of outdoor insula- 
tion have long felt the 
need of a tape, which is 
dependably weather- 
proof and age-proof. 


Recommend to their at- 
tention our 


HYDRO-PROOF 
Insulating Tape 


Thoroughly weather - proof 


Rain and sun mean noth- 
ing to ‘Hydro-Proof.” 
It does not lose adhesive- 
ness through exposure 
or dry out and crack with 
age. 


Sold under your name 
and trade mark if you de- 
sire. 


Elkhart Rubber Works 
Elkhart 


Indiana 
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NITROGON 


? 


¥ 
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Because we have a 
complete line of incan- 
descent lamps of all 
types and sizes. 


Nitrogon service means 
that distributors can 
rely absolutely on the 
House and buy by the 
Brand. 


Nitrogon Electric Company 
46-48 Spring Street 
Newark, N. J. 
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pany by the contractors and two sales 
letters are written to each prospect in 
the name of the contractor. Another 
offer is made to the contractor who 
buys two or more standard packages 
of the company’s reflectors. This is 
in the form of giving the contractor 
three reflectors free of charge to be 
used solely in his own show window. 
At the same time that sales letters are 
being sent to the prospective custo- 
mers, the company will run an adver- 
tising campaign in the New York pa- 
pers, thereby doubly impressing on 
the minds of the public the advantages 
of good lighting. As a further step. 
the Holophane Co. has built a full 
size, permanent and modern store 
front in its New York office, inviting 
contractors there for demonstrations 
of effective and efficient lighting. 


Tue Wavp Evectric MANUFACTUR- 
1nG Corp., 248 North Tenth street. 
Brooklyn, N. Y., reports that the de- 
mand of its customers has induced it 
to add several more sizes to its line of 
direct-current motors. These 
which are now ready for the market 
are 1, 2, 3 and 5 hp. in all standard 
voltages and speeds and are all fur- 
nished with ball bearings. The com- 
pany has heretofore confined itself to 
the manufacture of fractional horse- 
power motors. A complete line of 
high-voltage generators and motor- 
generators for wireless service is also 


sizes 


being manufactured by this company. 


Rotier-Smitu Co., 233 Broadway, 
New York City, 
electrical instruments, meters and cir- 
cuit-breakers, has appointed O. I. 
Eberhardt as special sales representa- 
tive, with headquarters in the Board 
of Trade building, Scranton, Pa. He 
will travel northern and northwestern 
Pennsylvania. 


manufacturer of 


ELEcTRIC DYNAMOMETERS for use in 
research and testing laboratories are 
described in Bulletin 48716, recently 
published by the Sprague Electric 
Works of General Electric Co., 527 
West 34th street, New York City. 


Tue Coruiss Carson Co., Brad- 
ford, Pa., has issued a booklet treat- 
ing of the selection and application of 
carbon brushes. It deals with the 
physical characteristics of carbon 
brushes, describes various grades, 
gives the mechanical details and illus- 
trates various types. A chapter is 
devoted to determining the selection 














The BULLDOG 


“Has a Grip Like Its 
Namesake’”’ 


Made and Sold under License 
United States Patent, Feb. 3, 1920 


The placing of the central bush- 
ing on the cap instead of the 
base, places it in a class by itself. 


You will be safe in recommend- 
ing this knob and all of our prod- 
ucts to your customers. Write us 
for any further information de- 
sired. 


Illinois Electric Porcelain Co. 


Macomb, Ill. 





HIGHEST 
QUALITY 





PORCELAIN 


ee 


Drive-It Knob 
Knobs, Tubes, Cleats 
and Specialties 


THE BRUNT PORCELAIN COMPANY 


COLUMBUS, OHIO 
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“CENTRAL” 
Rigid Steel 


CONDUITS 





Illustration shows a piece of 
Y% inch “Central Black” 
wound around 3 inch pipe. 
There is no buckling or flat- 
tening of the pipe and the 
enamel has not cracked or 
flaked off. Our special heat 
treatment gives this remark- 
able ductility. 


“Central White” “Central Black” 
(Galvanized ) (Enameled) 


CENTRAL TUBE CO. 


PITTSBURGH, PA. 








LE-BIJOU WONDERFUL HAIR WAVERS 
Sold by the most exclusive Electrical 
Shops and Department Stores and Cen- 
tral Stations—Why Not You? 





Le-Bijou Hair Wavers, electricai nad stove 
heated, are the most popular sellers in the 
country. The well dressed woman is our booster. 
Immediate delivery on best terms at specially 
reduced prices. We need your co-operation.— 
You need us. All wavers fully guaranteed— 
licensed under March patents. 

The Best is always the cheapest. There is 
only one Le-Bijou Hair Waver. 

Enclosed with each waver illustrated folder on 
waving and dressing the hair. A treat to your 
most fastidious customers. It sells the goods— 
We also include illustrated cards and imprinted 
folders on any order, which actually sell the 
goods. Write for special terms. 

LE-BIJOU SPECIALTIES, 








186 No. La Salle St., Chicago, Ill. 










A year’s subcription to 
THE JOBBER’S SALES- 
MAN is the best dollar in- 


vestment you can make. 





of suitable grades of brushes for given 
applications. One of the objects of 
the book, according to J. F. Kerlin. 
president of the company, is to enable 
any electrical engineer or electrician 
to diagnose any ordinary case of trou- 
ble and select the proper grade of 
brush to use. 


Tue PirrssurGH Gace & Supply 
Co., manufacturer of ‘“Gainaday” 
household appliances, has appointed 
Albert A. Erdman western sales man- 
ager and is preparing to extend its 
distribution to the Pacific Coast. Un- 
til warehouse and office facilities have 
been arranged Mr. Erdman will make 
his headquarters at the Clark Hotel. 
Los Angeles. 


ANNOUNCEMENT has been made 
that Henry W. Spahn, formerly with 
the Square D Co., Detroit, has been 
appointed sales manager of the Met- 
ropolitan Device Corp., Brooklyn. 


A BULLETIN on the lighting of retail 
stores has been issued by the Westing- 
house Lamp Co., 165 Broadway, New 
York City. It gives a summary of the 
general classes of store lighting, the 
amount of illumination required for 








Meet Frank L. Sample. He's with the 








“LINK-KEY 
CHAIN PLIER 


“It Locks and Unlocks Links” 











Made of Pressed Steel, Nickel 
Plate. Weight only + oz. 


Can be carried in pocket without 
pulling clothing ‘out of shape, 
and does not add: materially to 
weight of tool bag. 


Spring makes it a one hand tool, 
leaving other hand free to hold 
fixture. Pressure will not crack 
plier. Will not mar finish ot 
chain. 7 


J. H. WHITE - 
MANUFACTURING CO. 
109 NORTH 3d STREET 
BROOKLYN, N.Y. 














Kruse Switchbox Supporting Strips 
and Lath Holders 


You'll Never Go Back 
tothe Old Way — 


One trial of Kruse Switchbex Sup- 
porting Strips will demonstrate 
that they save time, money and 
effort, besides making a better in- 
stallation. 


Contrast the job shown here with 





National X-Ray Reflector Co. up in the | 


New England states, and doing some god 
work to help the jobbers in that territory 
land orders for lighting equipment. Mr. 
Sample has been in the business a good 
many years, and his experience makes him 
well qualified to hold down the berth of 
resident engineer. He covers Vermont, 
New Hampshire, Massachusetts, Rhode 
Island and part of Connecticut. Next 
time you are in Boston, drop in on him at 
146 Summer street, Room 65. 





the usual installation of switches 
on wooden cleats. Kruse strips 
are of steel, light, strong, and safe. 
They are far easier to install, and 


the cost is moderate. 


Send for samples today, and find 
out for yourself. 


Midwest Metal Products Co. 


Muncie, Ind. 

















THE JoBBER’S(fZ] SALES M 











various kinds of stores, utilization fac- 


A Fast Selling tors and other information on the sub- Gleason’s Moulding Box es 


S alt | ject that will be found valuable to the 
peciaity | salesman. , rt 
| —— 

S. R. Frauicxk & Co., 15 South 
Clinton street, Chicago, has become 
sole distributer of the “Hersh” duplex 
signal, a combination bell and buzzer 
manufactured by the Hersh Electric 
Specialty Co., Milwaukee. 


Now is the time 
to let your dealers 
know about. this 
new electric taper. 
Properly displayed 
they will sell them- 
selves to the public. Harry A. Bett has opened an office 
So neat and dainty |! at 1400 Broadway to handle the dis- 
in design they in- tribution of “Royal” electric cleaners 
stantly attract the and other P. A. Geier Co. products in 
eye. Do not hesi- New York City. 
tate to stock up 
all your dealers as 
the demand by the 
trade will be big. 








WZZM 





J. E. HarpinG, for five years a 
salesman for the Western Electric Co. 
in Texas, has been appointed Minne- 
apolis representative of the Standard 
| Electric Sales Co., manufacturers’ 
Every salesman representative, 105 West Monroe 
should carry a street, Chicago. “Bert” formerly was 

sample. a contractor-dealer at Laporte, Ind., 
where he operated the Harding Elec- 
; i ' 
Anthony Wayne Lamp Co. sila The pioneers of our 350 varieties. 

; ‘ Who'd be without them for 16 cents? 

A. C. Mannweiler, Mgr. Core Bros. Mra. Corp., 1425 First ; 
1016 Savilla Ave., Ft. Wayne, Ind. National Bank building, Chicago, has Fancleve Specialty Company 
announced the approval by the Un- , 
derwriters’ Laboratories of its “Sim- 
| plicity” refillable plug fuses. The ap- 
proval covers all capacities manufac- 
tured. 


STONEY 
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A coMPLETE and up-to-date catalog 
of standard electric porcelain has just 
been issued by the Federal Porcelain 
Co., Carey, Ohio, for which the Fedco 
Sales Co., 1170 Broadway, New York 
City, is general sales representative. 
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W. H. Parrerson, who has been 
associated with the Westinghouse 
Electric & Manufacturing Co., East 
Pittsburgh, Pennsylvania, for the past 
16 years, has resigned to become 
vice president of the Kaestner & 
Hecht Co., electric elevator builders, 
Chicago. 


H. B. Price, who has been con- Hotel Radisson 


nected with the Belden Manufactur- Minneapolis 
ing Co., Chicago, for several years in Pag en 
various engineering production and i. te aad 
sales capacities, has resigned to join Theatrical Dis- 


the advertising agency of Geo. J. trict. 
Kirkgasser & Co., Chicago. 450 Rooms at Moderate Rates 


4 Large Cafes 


Stanparp Exectric Stove Co., The Largest and 


1718-20 North Twelfth street, Toledo, rp ar ar To 


Ohio, has placed on the market an elec- Northwest. 


Show the Facts 





Jobbers and their 
Salesmen can use 
our test reports 
to'good advantage. 





Electrical. Testing 


Laboratories 
80th St. and East End Ave. 
New York City 


BUILT ELITE TTT TET STE 


pee? ie 
mn 


as 
BLINTI TIT CET TT Ti 
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DUORD,QURODUOUDUDROUOUAIEROORODINGDY eee tric range for bungalow or apartment | deste 
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PHILLIPS WIRE COMPANY 
PAWTUCKET, R. I. 








CoPPER WIRE 


Bare and Insulated 
for every kind of 
electrical work. 


COPPER RODS 
TROLLEY WIRES 





ROME WIRE COMPANY 


Main Plant and Executive Office, ROME, N.Y. 


*‘Diamond” Branch BUFFALO, N. Y. 
DISTRICT SALES OFFICES 

NEW YORK DETROIT, MICH. 

50 Church Street 25 Parsons St. 

CHICAGO, ILL. LOS ANGELES, CAL. 

14 E. Jackson Blvd. 833 San Fernando Bldg, 








ARMATURE SLOT WEDGES 
Made of Hard Maple 


For new and repair work. 


Cy 2h a 
gp ae ts. a, 


Made to any specification. 
Send us your blue print or sample. 


T. C. White Electrical Supply Company 


1122 Pine St., St. Louis, Mo. 























house use, which is designed to oper- 
ate on the ordinary 110-volt lighting 
circuit. A fireless cooker is combined 
with this device, so that, after the con- 
tents of the cooker have been raised to 
the proper temperature for cooking, 
the current may be reduced and the 
remainder of the cooking accomplished 
by a 40-watt heater installed in the 
cooker. The range is finished in dark 
blue enamel, with nickel trimmings. 


Eastern Tuse & Toot Co., INnc., 
594 Johnson avenue, Brooklyn, N. Y., 
has placed on the market a single-wall, 
flexible, non-metallic conduit and an 
armored steel conductor for either two 
or three wires. The non-metallic con- 
duit or loom is of a special weave, with 
a ball-bearing interior finish that is 
“easy to fish” to the maximum length. 
The steel armored conductor carries 
two or three conductors or strands, 
either plain or lead covered. It is of 
single-strip construction, flexible and 
highly: finished. 


THe Stanparp Etectric Saves 
Co., with headquarters at 105 West 
Monroe street, Chicago, and eastern 
office in Boston, has been appointed 
exclusive selling agent for the Racine 
Electric Co., Racine, Wis., manufac- 
turer of fractional horsepower motors, 
fans, vibrators, sewing-machine mo- 
tors, etc. The company has also been 
appointed representative of the W. 
B. McAllister Co., Cleveland; W. G. 
Powell, New York City, and Edwin 
L. Wiegand, Pittsburgh. 


“STARTOMETER” battery and starter 
tester, Model SB, is a new device re- 
cently brought out by the Shire Elec- 
trical Products Co., Detroit, Mich. 
The tester gives the total amperage of 
each secondary cell as simply as dry 


| cells are tested. It has a range of 2000 


amp. Defective cells may be positively 
located, says the manufacturer, by 
using the tester. 


LiteRATuRE describing its commu- 
tator stones, slotting files, insulating 
varnishes and the “Cyclone” blower 
is being distributed to the trade by 
the Martindale Electric Co., 11737 
Detroit avenue, Cleveland. 


Spracue Exvectric Works, of Gen- 
eral Electric Co., 527 West 34th 
street, New York City, is sending out 
circulars on “Greenfielduct” conduit 
and “Spraguelets.” 





SOLDERING PASTE 


Not only 
Non- 
Corrosive 
but 
Protective 


TRY IT ON 
YOUR 
NEXT JOB 


Send For 
Sample 


SPECIAL CHEMICALS COMPANY 


HIGHLAND PARK, ILL. 











Every Business 


of consequence ought to have proper card 
REPRESENTATION. 


WIGGINS 


Peerless Patent Book Form Cards 


are used by many of America’s 
largest card users—supPeriority 
of engraving and the 
convenience of the book 
form style ex- 
plains why. 
Send for tab 


of specimens, 
detach them 








The John B. Wiggins Company 
Established 1857 
Engravers Plate Makers Die Embossers 


‘ Ave. 
Peon dae tae. CHICAGO 








CEDAR POLES 


Northern 
White Cedar 


Western 
Red Cedar 


Plain or 
Butt Treated 


T. M. Partridge 
Lumber Company 


Minneapolis, Minnesota 

















POLES 


PLAIN OR TREATED 


NATIONAL POLE CO. 


Escanaba, Mich. 


220 Broadway, 2844 Summit St., 
New York Toledo, O. 


Rialto Bldg., 
San Francisco, Calif. 























THE sopBer's fA] SALESMAN 











SELL 


National Products 
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“Sherarduct’” and. “Economy” Rigid 
Steel Conduits and Fittings, ‘‘Flex- 
steel’ Armored Conductors and 
Flexible Metallic Conduit and Fit- 
tings, “Flextube’’ Non-Metallic Con- 
duit, National Metal Molding and 
Fittings, “‘Liberty’’ Rubber Covered 
Wire and Cable, ‘National’ Outlet 
Boxes and Covers, Switch Boxes, 
Brackets, Fixture Studs, Locknuts, 
and Bushings, **Auto-Steelflex”’, 
*‘Auto-Brassflex’’, **Auto-Flextube”’. 
Automobile Conduits and Fittings, 
Carburetor and Exhaust Tubing. 


. Selling these National Products will 
prove profitable for you, for your 
house and for your customers. 


National Metal Molding © 


General Offices: Pittsburgh, Pa. 


Four of Many 











CH buy Ayers 


WASHES 


WRINGS -: : 


IRONS 








SELL THE COMPLETE A BC LINE! A high-grade washer for every home laundering purpose and purse—and electric ironers, too. 


line backed by a big reputable, pioneer manufacturer, known everywhere. 


A full line under the one famous name! 


Get Your Dealers Back 


On The Firing Line! 


HEY are in retreat. Everyone might 
as well admit it. But there was no dis- 
credit connected with it. 


Superior forces beat back the dealers last 
year. Superior forces in the shape of drop- 
ping prices. People lacked faith in the sta- 
bility of prices. And well they might. For 
a new bombardment of lower prices fell 
every day, it seemed. 


Those shots shattered confidence. Money 
was tucked deeper into hiding. It went in- 
to the bomb-proofs. 


But the shots are about over with in those 
sectors where the firing was heaviest. One 
is the home laundry equipment field. There. 
prices have been forced back to their orig- 
inal before-war territory in many cases. 


Yet the money is still shuddering in the 
bomb proofs. It is in so deep it can't no- 
tice the calm of peace which now pervades 
so much of the price-torn lands. It doesn’t 


know the destruction of war-prices is over 
It doesn’t know that peace-prices are back. 


Your dealers must come up from the rear 
where they retreated. They must get into 
the dug outs along the old firing lines and 
tell the inhabitants that the smoke has 
cleared. They must work to get that hoard 
ed money back into the sunlight and at work 
buying necessities. 


They must do this by immediate personal 
entry into every home capable of owning an 
electr‘c washer or ironer. They must can- 
Vass as never before—at once! — 


Desires have also been bottled up. Those 
desires need only the corkscrew of sales- 
manship, coupled with proof that prices are 
at the bottom, to explode like home-brew. 


You are the general to “order” your dealers 
back into action. Do it! Make 1922 a year 
of victory that will wipe out the sting of 
the unavo'dable retreat of 1921! 


ALTORFER BROS. COMPANY 


PEORIA, 


NEW YORK 


ILLINOIS 
SAN FRANCISCO 


BRANTFORD, ONT. 
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Obbins & 


| HE beautiful design and finish of the R & M Fan appeal 
\ strongly to every fan purchaser. The gracefully formed, 
smooth drawn steel motor frame and base, the polished brass 
blades, the felt padded base, and the flawless enamel finish, 
reflect the quality built into the fan and make easy sales for the 


dealer. 


And in every respect—performance, durability and efficiency— 
the R & M Fan measures up to its appearance. When the 
dealer sells R & M Fans, he knows that his customers will be as 
highly pleased with the service they give as they are with the 
attractive appearance of the fans. And it is this satisfaction 
reflected through the dealer which makes selling easy for the 
jobber who supplies R & M Fans. 


THE ROBBINS & MYERS COMPANY 


SPRINGFIELD, OHIO — BRANTFORD, ONTARIO 


Myers Fans 




















